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Convention Services 
Conference Plans 
Motion Pictures 


Meetings Packages 
Television Commercials 
Demonstration Devices 5 


Screen Advertising 


aia Cintas THIS COULDN’T HAPPEN TO YOU! 


Training Manuals 
Slidefilms 
Pictorial Booklets And it shouldn’t . . . not when you can “get your show on the road” 
Transparencies 
Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 
Tape Recordings ates : ; 
Disc Recordings of specialists, and soon your program is on its way to meetings all over 
Promotion Pieces the country. 

Poster Charts 
Banners There’s one responsibility, one accounting, one explanation to a single 
Training Devices 
Quiz Materials 
Speech Coaching When you have to cover a continent .. . call one of the offices listed 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 


Projection Service 
Film Productions in Color 
Field Surveys 7) e 
l 
One-Stop Service y 
NEW YORK 18 e HOLLYWOOD 28 e DETROIT 11 e DAYTON 2 ° PITTSBURGH 22 e CHICAGO 1 
CES 1775 Broadway 1402 Ridgewood Place 2821 E. Grand Bivd. 310 Talbott Bidg. Gateway Center 230 N. Michigan Ave 


without ever leaving your office. Yes, you can inform your entire organi- 
zation, no matter how far-flung, with forceful, visual presentations pre- 
pared by The Jam Handy Organization. 


Jam Handy One-Stop Service takes your ideas, puts them into the hands 


source and complete follow-through from planning to distribution. 


below for prompt professional help. 


ON THE MOVE 


ON WITH THE MOVIE 


The Pageant projector’s lifetime lubrication 


keeps your show on the go! 


Ever had the pep and pattern of a movie presentation foiled AND THE PAGEANT ALSO GIVES YOU: 


by projector troubles? 


Experts say improper oiling accounts for most projector 
breakdowns . .. most time out for maintenance. That’s why the 
Kodascope Pageant 16mm Sound Projector is permanent; 


lubricated at the factory. 


Bypassing the commonest cause of failure assures you of 
control—preserves the polish that movies give your sales and 


training presentations. 


sound movies. 


Take your movies to your audience with the portable natural sound. 


Pageant. Or keep your Pageant permanently set up. Either 4. Choice of three models—One to match your movie needs 


way, it keeps your show on the go. 


Before you buy, evaluate 
the Pageant’s merits with 
the help of this free book- 
let. Then let your Kodak 
A-V Dealer demonstrate. 
No obligation. 
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and budget exactly. 


EASTMAN KODAK COMPANY 
Dept. 8-V Rochester 4, N. Y. 


Please send me complete information on the new Kodascope 
PAGEANT 16mm Sound Projectors, and tell me who can give me a 
demonstration. | understand | am under no obligation. 
NAME TITLE 


ORGANIZATION 
STREET 


1. Smooth setups—Reel arms fold easily into place; film path 
is printed on projector; drive belts are attached. 

2. Sparkling pictures—Kodak’s unique Super-40 shutter auto- 
matically puts 40° more light on your screen when showing 


3. Natural sound—Tone and volume controls team with baf- 
fled speaker and true-rated amplifier for clear, comfortable, 


Milwaukee’s Million 
offers more good customers 


1,035,700 people in the city and suburbs 


+a Re 
k + 1 


tar 


Veter >. 


10 reasons wh 
Milwaukee should be picked Furniture-Household-Radio Store Sales 
among your first 10 markets =" *s" 


Based on Milwaukee’s rank among Automotive Sales Per Family 
the 25 largest metropolitan areas. 


Food Store Sales Per Family 


% Family Coverage by One Newspaper 


. 5 : ‘can (excluding combinations) 
Median Income Per Family (U. S. Census) 5th 6 


iffective Buyi ‘ome ‘amily 5th al 
Effective Buying Income Per Family In only six cities can you reach more people 


% Families With Incomes Over $4,000 3rd with one newspaper (excluding combina- 
tions). And Milwaukee people are the kind 
Median Value of Dwelling Units (U.S. Census) .4th you want to sell. They are covered com- 
pletely (over 90%) by THE MILWAUKEE 


Median Monthly Rental (U. S. Census) 2nd JOURNAL—and in no other way. 


Retail Sales Per Family (Census and SM) 3rd 


Sources: U. S. Census, 1950, and Sales Management Survey, 1955 


THE MILWAUKEE JOURNAL 


Represented by O’Mara & Ormsbee, Inc. New York Chicago Detroit Los Angeles San Francisco 
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READERSHIP-2 


Buyership 
in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand as graphic proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself... 


ERO 
BUYERSHIP-1 00% 


© THOMAS 
” AEGIS [ER 


Thomas Publishing Company 


461 Eighth Avenvwe 


New York 1 


NEW! 


NEW! 
* 
Our cost accountant 
NEW! shocked us with 
this figure. But that 


~~ is our cost to gather, EXECUTIVE OFFICES 386 Fourth Ave. 


' + houk aad wala aes New York 16, N. Y. LExington 2-1760 
$13 000 110,000 facts about 


the $74,000,000,000 EDITORIAL 


’ | EDITOR and PUBLISHER .. Philip Salisbury 
weekly newspaper } 
| EXECUTIVE EDITOR 


markets for you A. R. Hahn 


of WEEKLY ‘e | MANAGING EDITOR... John H. Caldwell 


FEATURE EDITOR ASSOC. MANAGING EDITOR 


Fa NEWSPAPERS | Lawrence M Hughes Robert C. Nicholson 


ASSOCIATE EDITORS 
Alice B. Ecke (Senior) 
Harry Woodward Grant Jeffery 


CHICAGO EDITOR WASHINGTON EDITOR 

David J. Atchison Jerome Shoenfeld 

It costs only "This W. N. R. exclusive service is the 36th National Directory DIR. OF RESEARCH = ASST. DIR. OF RESEARCH 
: ‘. = , Dr. Jay M. Gould Alfred Hong 

$10.00 to you just off the press, It contains 8,547 weekly newspaper names, 


, ‘ : , i. CONSULTING ECONOMIST 
addresses, county location, circulation, national rates, population Peter B. B. Andrews 


figures, state maps, mechanical requirements, market facts, pub- | COVER ARTIST COPY EDITOR 
. . " ° , Ralph Castenir Amy Lee 
now. Supply lishers’ names, etc. We are now the only source for this service 

7 ' . . PRODUCTION MANAGER 
unless you have $13,000 to produce it yourself. Mary Camp 


ASSISTANT PRODUCTION MANAGERS 
second edition. | Aileen Weisburgh Virginia New 


tans ~ A SERVICE BUREAU 


Weekly Newspaper Representatives, Ine. Recs 


EDITORIAL ASSISTANTS 


Ingrid Larson Ann DiLello 
( 402 FIFTH AVENUE, NEW YORK 18, N. Y. PHONE: BRyant 9-7300 <p 


Order your copy 


limited—no 


ADVERTISING SALES 
Serving advertisers and agencies for all DIRECTOR OF SALES John W. Hartman 
imerica’s Weekly Newspapers. ASSISTANT TO SALES DIRECTOR 
aroline Cioffi 
SALES PROM. MGR. ADV. SERVICE MGR. 
Philip L. Patterson Madeleine Singleton 


PRODUCTION MANAGER 
Fatricia Simon 


Name thing that ALWAYS ATTRACT CROWDS! nev Dvn SALES MANAGERS 


. E. Dunsby, Wm. McClenaghan, Randy Brown, 
Jr., Gerald T. O'Brien, Joseph E. Pendergast, 
Charles J. Stillman, Jr., 386 Fourth Ave., New 
York 16, N. Y. LExington 2-1760. 

Chicago 
C. E. Lovejoy, Jr.. W. J. Carmichael, Thomas S$ 
Turner, John W. Pearce, 333 N. Michigan Ave., 
Chicago |, lil. STate 2-1266; Office Magr., Vera 
Lindberg 
Pacific Coost 
Warwick S. Carpenter, I5 East de la Guerra, 
Santa Barbara, Calif.. WOodland 2-3612 
Philadelphia 

3 | Philip Harrison, 1212 Chestnut Street, Philadelphia 
7, Pa., WAlnut 3-1788 


TEL-A-STORY sives your proouct Peer > 


DIRECTOR ache’ R, E. Smallwood 


if A COLORFUL, MOVING MESSAGE that, Colby! ASSISTANT DIRECTOR — SUBSCRIPTON MGR 


Edward S. Hoffman Cc. Kohli 
$8.00 a year; Canada $9.00; a $'5.00 


SALES MEETINGS 
Tel-A-Story is a lightweight, Portable Issued as Part |! of SALES MANAGEMENT, 


Automatic Projector with a 156 sq. in. January, April, July, October, November. Editor- 
PICTURE SCREEN. Twelve 35mm or square ial and production office: 1212 Soedons see. 
9" 9” mati Philadelphia 7, Pa., WAinut 3-1788; Philip Harri- 
2” x 2” transparencies permit automatic son, General Manager; Robert Letwin, Editor. 


OFFICERS 
PRESIDENT : -sseeee-Raymond Bill 


ICE- PRESIDENT. . .....John W. Hartman 
PEPS UP POINT OF SALE 1+ | STIMULATES SALES MEETINGS | ATTRACTS CONVENTION eaasunan ptig gy oc 


stops ‘em, shows ‘em, sells | Even those in the back of | CROWDS Many success sto- SENIOR VICE-PRESIDENTS.....C. E. Lovejoy. Jr 
‘em. the room can see this dis- ries on file tell how Tel- iq Dunsby, R, E. Smallwood 
play! A-Story stops ‘em, shows - - —— — 
‘em, sells ‘em. ™ LE MBER 


ytte 


copy changes every six seconds in NATURAL 
7 \ COLOR. Economical to own and use. 


Ideal for any type product or service. 


WRITE DEPT. SM3 for fur- . 
ther information on your | é ee ) ° 


company letterhead. Indicate } °° 
whether interested in point TEL-A-STORY . INC. @: 
of sale, sales meetings or S a ° 2 
conventions and exhibits. 523 Main St. © Davenport, lowa = Suca* 


Copyright, Sales Management, Inc., 1956. 


LET’S GET DOWN TO 
Brass Tacks on 


Any generally accepted definition of 
Air Conditioning embraces both heaung and 
cooling, together with all distribution, au 
cleaning and humidification. 
It would logically follow that 1 the case of 
residential ait conditioning, knowledge of 
these related functions would be vital for 


successful merchandising. 


Here then 15 another of the several reasons 
why the warm air heating sheet metal dealet 
has proved to be the most effective sales out 
let for residential all conditioning He is the 


one who has all the qualifications for the job 


Doing warm alt heating and residential au 
conditioning 1S his business. It's not a side 
line. It’s not what he contemplates doing 0 
what he might be persuaded to do. ITS 
WHAT HE DOES, and it isnt necessary tO 
search for him among plumbers, refrigera 
tion men, oil burner! dealers, $4 heat 
dealers, etc. 

Instead, you can reach him with greatest 
economy through the pages of AMERI( AN 
ARTISAN, the book whose editorial perform 
ance has always attracted and held as PAID 
subscribers the KEY dealers this field 
American Arusan covers the greatest concen 
tration of buying powe! ; provides the 
only fully paid (ABC) circulation in its field 


and leads in adveruusing volume 
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they Buy More because they Have More! 


@ At first glance, inland Indianapolis might not appear to 
be much of a market for boats. But that would be over- 
looking the great enthusiasm for living and the financial 
ability to support it, which makes Indianapolis one of 
America’s finest, big markets. 


As a matter of fact, Indianapolis is an amazingly good 
market for boats . . . outboards, sailboats, powerboats, 
row boats, all kinds of boats. It’s actually 14.5% above the 
national average in outboard boats per 1,000 families!* 
In Indianapolis you'll find both the “will” and the “way”! 
Here are other important facts in the Indianapolis story: 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy... 
balance of industry and agriculture. 


unsurpassed for diversification and 


> It’s Easity REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market 
data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


4 Boating Club of Chicago. 


THE INDIANAPOLIS STAR 


FOR SALES IN 


YOUR FIRST TEAM 


INDIANA. 


SALES MANAGEMENT 


EDITORIALS ou p 
Are You Missing a Bet? | 


Are most sales executives doing their full job about their own Stop guessing whether your sales campaign 
. , , sas ? 7 . "Th taseale 3 on > 

company advertising? We wonder. Tr ; e 

mpany advertising? We wonder. Think it over with us are: on the Hiatht teach, Gk Gar ectnaies tin 

Our wonderment arose after studying a lot of notes made during reed by using our new SPOT-CHECK PLAN, 
talks we have had with chairmen and presidents of companies 
in all industries from coast to coast. These top officers of companies, 
big and little, in industrial as well as consumer goods fields, told us pre-test television campaigns 
exactly who makes advertising decisions in their organizations. 


llows you (at no additiona 


ant sales areas. This new 


, ey . . . . r ng plan le heck the effect 
We didn’t guide those top executives in their statements. We g plan lets you check the effe 
didn’t tell them we wanted to know how much influence their sales 
officers exert. We just asked, during discussions of various business 


subjects, “Who, by job titles, makes your advertising decisions at 
each stage . . . policy forming, budget making, allocating of budget 
and selecting of media?” They described their company procedures. 
We listened. 

Of course company procedures vary all over the lot. As we study 
our notes we see there is no standard pattern. Companies big and 
little vary among themselves. However, comments by most of the 
top executives reveal why: Regardless of job titles, a function is 


performed by the man best fitted for it. That management principle 
appeared time after time in what the big chiefs said. teley Is a sales me 


your commercials na of 


| manufacturer repor 


What they said included a corollary comment that also was 
repeated in company after company of every type and size: “Ad- ave been delighted with y 
vertising is a part of sales in this company. Our sales officers have 
to know advertising. It’s one of their working tools that they use 
all the time.” 


he results were 


Here is a summary of what the heads of these businesses told 


Sales chiefs supervise advertising in about 70% of the companies. pot You’ ll discover Spot Tel 


2. In budget making, sales chiefs have the major voice in more 
than half of the companies; “equal” voice in 20%. 

3. In allocating budgets they have the “major” voice in about 

0; an “equal” voice in more than 25%; “some” voice in 10%. 

. In media selection they exercise the major voice in nearly 
55% and “equal” or “some” in another 35%. 


[wo other points of interest appear in the summary of these talks 
over the years and in analyzing the returns on a reader questionnaire 
called “Do You Breed Goats.” Sales chiefs have an important voice Please send me the details on the new CBS 
in advertising agency selection in about 75% of the companies where 
that was mentioned. Branch and district managers help choose local 


media in 82% of the companies whose president spoke of that matter. | Bae 


Television Spot Sales SPOT- CHECK PLAN 


But the thing that made us wonder was this: Though half the Title 
sales chiefs direct their own advertising and more than 90% help 
select media, when we asked their top bosses, “Do those men see 
advertising space salesmen?,” an all-too-common answer was, “Well 
—heh! heh!—I doubt it. Maybe they see one if they happen to 
know him intimately. Or they see a publisher or station owner 
sometimes.” 


Firm 


Address__ 


state 


“Why don’t they make a practice of seeing salesmen?” we always | ops recevist 
asked. The answer was almost uniform: ‘“They’re busy. And then, ON SPOT SALES 
I guess a good many space salesmen don’t know how we operate in | 485 Madison Avenue, New York 22, N. Y 
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in comes 
the 
world! 


Monday newspaper headlines are made on television's Sun- 
day forums. Every voter can meet his candidates face to 
face — on television — before he decides how to vote. A 
Senate hearing on TV achieves the status of No. 1 audience 
attraction in a nation brimming over with audience attrac- 
tions. Far-flung places are as accessible as the living room 
television set. Children experience the world, from finger- 


painting to the look of an armadillo, by watching TV. 


As television has grown, it has aimed its cameras deeper 
and longer at the people, the places, the ideas, that give 


shape and substance to our time. 


Television makes it possible for viewers to meet the world’s 
genuinely great minds with such a series as NBC’s Conver- 
sations with Elder Wise Men. The major intellectual devel- 
opments of the past fifty years are illuminated in Princeton 
56, produced in cooperation with Princeton University. The 
Project 20 Events cover, in documentary form, the whole 
dramatic sweep of the 20th Century — and with Nightmare 
in Red and The Twisted Cross demonstrated the tremendous 


audience response to this kind of programming. 


NBC’s plans for covering the Presidential Conventions and 
Election of 1956 will make it possible for a whole nation to 


be an immediate and intimate witness to political events. 


By enlarging television’s capacity for pictorial journalism in 
depth, for forums and debates, for telementaries and educa- 
tional programs, NBC participates — fully, richly, regularly 


— in the lives of America’s families. 
exciting things are happening on 


Television 
a service of ) 


= «= 3 a ae 


Right now! 


There’s an aura of immediacy about 
Tom Adams. 

He gave up reminder-notes long 
ago. Now, whatever comes up—a 
phone call, a letter to write, a meeting 
or a trip—Tom does it. Right now! 

He acts quickly—decisively. He 
hurries with purpose and with such 
organization and skill that there’s no 
taint of haste in it. 

He doesn’t let up. That’s why, to- 
day, he’s vice president and general 
assistant to the president of Camp- 
bell-Ewald. 

Eleven years ago he started out in 


CAMPBELL-EWALD Advertising 


our radio department. Then he headed 
a dealer-group account. He turned 
next to organizing the nationwide field 
service for another client, then be- 
came account executive on a large 
national account. 

Now he keeps on top of all agency 
accounts, gets a good share of adminis- 
trative work, and is part and parcel 
of the new business team. He got 
this job a year ago. He is 36. 

Tom’s not typical. We will admit 
that readily. His business and adver- 
tising sense, his creative judgment 
and his physical stamina are unusual. 


Detroit + 


New York + 
San Francisco + 


And, naturally, so is his progress. 

But Tom does typify one thing— 
and that’s the prevailing attitude at 
Campbell-Ewald. 

Call it ambition. There’s a whale 
of a lot of it here—a mutual and com- 
pelling ambition to succeed both with 
and within Campbell-Ewald. Our 
people are throwing their ambitions 
full force into our clients’ advertising 
and even into the advertising of clients 
we don’t have yet. 

Ambition is an urgent thing. They 
want their success and they’re achiev- 
ing it: Right now! 


Los Angeles + Hollywood 


Atlanta + Dallas + 


Chicago + 


Washington + Kansas City 


this company. They may not know who actually does make the 
final decisions about our advertising. They see our advertising man- 
ager—who’s paid to listen—and call it a day.” 


To our ears, this sounded like a criticism of both sales officers 
who duck a responsibility and advertising salesmen who don’t know 
their business. 


After a few such passages we couldn’t stand the bad logic of it 
any longer, so we began dropping this bomb: “Is that good manage- 


ment? If a man makes purchasing decisions, isn’t he hampering - 


himself by not getting the whole story of the product first-hand 
And isn’t he liable to be missing some helpful ideas that good 
advertising salesmen often bring?” 


Hearing that, several top executives looked thoughtful. ‘Two even 
exploded identically. ““Youve got something there! I’ni*going to do 
something about it!” 


So we bring our wonderment to you, too. Assuming that about 
92% of sales chiefs select or help select the media for their adver- 
tising, are you doing your full job for the company when you are 
“too busy” to see space salesmen ? 


We don’t urge you to see every salesman every time he knocks 
at your door—if he’s knowing enough to choose your door. You're 
busy and we know it. But if you belong in the 90% or more of sales 
officers who have a voice in media decisions, we urge you to adopt 
this policy: “I'll see any space salesman once. I'll give him a chance. 
If he turns out to be one who can bring me ideas, I'll see him as 
often as possible. One good idea is worth the search for it.” 


That’s all the break you should ask for your own salesmen calling 
on your own customers. That’s all the break the space or time 
salesman should ask of you. Nobody has to tell you that salesmen 
who bring sound, helpful suggestions to a prospect are welcome men. 
We know plenty of media salesmen. We know a good many who 
are welcome men because, when they get in to see a prospect, they 
prove right away that they’ve been thinking intelligently about that 
prospect’s business. They bring in a good deal more than a rate 
card and a circulation statement. That’s the kind of men media 
advertising sales managers had better send you. If that’s the kind 
who call, they can be of business value to you. 


While you are thinking it over with us, let’s add this “shirt tail’’ 
to the discussion: In most companies “advertising is a part of sales.” 
The sales chief supervises advertising if he’s fitted to do it. If he is 
fitted, his stature in the company is that much greater. A sales officer 
can learn a lot about advertising from able space salesmen. The 
home office of one of our. subscribers has been moved to a suburb 30 
miles away. He said the other day, “Out here we just talk to our 
selves at lunch every day. I am worried, because before we moved I 
used to have lunch several times a week with knowing media men 
who gave me a lot in addition to a good meal.’ 


Unhappy Presidents 


If you have qualms about being big enough to hold down your 
job as president you may have the right mental attitude to make a 
bigger success of your presidency than if you were egotisically sure 
of yourself. 


This conclusion was aired the other day by Science Research, Inc., 
which has just surveyed the 950 members of the Young Presidents Or- 
ganization, a group who became Company presidents before they were 
40. The need for self-reassurance provides the major drive behind suc- 
cessful executives. 
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Stickin’ 


How’s your KLEEN-STIK |. Q.? 


The big quiz question in P.O.P. is 
What’s the best way to get display 
material up and keep it up? And 
the answer is—KLEEN-STIK! Know 
why? Because it’s the moistureless, 
self-sticking adhesive that “pays 
off” in choice display space ... and 
in winning ideas like these: 


FOR GOOD TASTE 


HAV-ATAMPA 


HAV-A-TAMPA “Smoke Signal” 


Winning Christmas window space 
was easy for EARL BROWN, Sales 
Se we yg ig weil ange 
CIGAR (¢ of Tampa, Fla. This 
unique T RANS-ST IK transpare ncy 
did the trick — gave dealers ‘“‘wow! 
display without blocking windows 

. visibility plus in-visible, easy-up 
application with peel-an’-press 
KLEEN-STIK. Result: the colorful 
design, silk-screened on 13 x 10 ace- 
tate, seems painted directly on the 
window! A bouquet of smoke-rings 
to artist HANK ANDERSSOHN 
and to D. G. DANIELS of 
DANIELS, INC., screen process 
printers, both of Tampa. 


Door-opener for AIRTEX 


This clever Face-Stik “‘store-hour” 
clock won quick dealer acce ee 
for AIR’ TEX PRODUCTS INC. 
Fairfield, Ill., auto parts maker. It’s 
complete with cut-out hands to mark 
individual opening and closing times 

goes up quick an’ easy for long- 
lasting display inside glass doors or 
windows, thanks to KLEEN-STIK 
adhesive. Reverse side carries a 
“thank you”’ to customers on their 
way out. BURLINGAME-GROSS- 
MAN, Chicago ad agency, did the 
art ... neat production handled by 
BEN STECKI for JACKSON 
PRESS, Chicago. 


Make sure you know all the parts to 
the KLEEN-STIK answer: Face- 
Stik and Trans-Stik for use on glass 

All-Over Gummed or Strips & 
Spots for use on walls, shelves, etc. 
See your regular printer or lithog- 
rapher for a “‘jackpot”’ of ideas—or 
write for our free ‘“‘Idea-of-the- 
Month” (every month). 


KLEEN-STIK PRODUCTS, INC: 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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MM FLEXIBILITY 


Buy ONE, Buy SOME or All ae timing and distribution demand 


POWER IN READERSHIP— 


For your color SMASH .. . lasting impressions through top- 
ranking readership (Starch). 

POWER IN BIG MARKET 
PENETRATION — Mass Circulation in Top Volume 


Markets Essential to Huge Volume Sales. 


POWER IN MERCHANDISING— 


Hearst Marketing Service creates trade excitement for your 
campaign .. . field people go out and do definite work, follow 
your specific plans, under your direction. 
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HEARST SUNDAY 
~ INDIVIDUAL - 
MARKET GROUP 


PICTORIAL LIVING PICTORIAL REVIEW 
re ; BOSTON ADVERTISER 
LOS ANGELES EXAMINER piT7SBURGH SUN-TELEGRAPH 
CHICAGO AMERICAN SAN FRANCISCO EXAMINER 
DETROIT TIMES BALTIMORE AMERICAN 
PICTORIAL T-VIEW MILWAUKEE SENTINEL z 
NEW YORK SEATTLE POST-INTELLIGENCER 
JOURNAL-AMERICAN § 
Fe 


Represented Nationally By 
HEARST ADVERTISING SERVICE INC. 
Offices in 15 principal cities 
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The Bulletin delivers more copies 
74 | ¢ | fF... e 
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A Re a a a 


than any other newspaper 


You reach interested readers and active buyers when you 
put your sales messages in prosperous Philadelphia’s favorite 
newspaper— The Evening* and Sunday Bulletin. 

Throughout Greater Philadelphia’s multi-billion-dollat 
market, people are showing increasing interest in The Sunday 
Bulletin and its lively all-new look. 


Published on new presses, in new type, in the world’s 


In Philadelphia nearly everybody 
os oder =»wspa *r le m The S le B lleti 0 . 
Sean MP Gibanae coniksta, ROP. odlecstal ond ndbvertie reads The Bulletin 


ing color. 


The Bulletin offers you a great sales opportunity. Phila- 

delphians buy it, read it, trust it and respond to the advertising 

in it. Advertising Cffices: Philadelphia, 30th and Market Streets 
- . : . New York, 342 Medison Ave. @ Chicago, 520 N. Michigan Ave. 
The Bulletin is Philadelphia. . 


Representatives: Sawyer Ferguson Walker Company in Detroit 
*Largest evening newspaper in America Atlanta @ Los Angeles @ San Francisco 
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LE T TERS TO THE EDITORS 


Schultz's Petunias May Outpull Your Commercials! 
Salesmen, Distributors “Have Sound Ad Judgment" 


But No $64,000 Promised 


Epitor, SALES MANAGEMENT: 

Does anybody at SALES MANAGE- 
MENT know the origin of the phrase 
“cold turkey” as applied to canvassing 
for sales? Maybe your readers could 
help us. 


Zenn Kaufman 


Sales Consultant 


New York, N. Y. 


Can You Prove 
Audio-Video "Circulation?" 


Epiror, SALES MANAGEMENT: 

It would seem to me that it is high 
that 
tween “‘listeners’” and 
and radio and TJ 


brought into focus. 


time the true relationship be- 
“viewers” 


sets turned on, be 


Referring to your March 1 issue, 
“Significant Trends” (p. 23), 
the article about Mutual Broadcast 
ing’s “Guarantee.” 


You speak ot 


thousand 


under 


vuaranteed costs per 
listeners . ..” To my 
knowledge there is no way of proving 
that Mr. or Mrs. Glotz heard the 
commercial anymore than I can prove 
that every one of the people in the 
8,500 homes (ABC Audit) receiving 

newspaper will read every ad in 

* paper. 

All that I can guarantee is that the 
newspaper that many 
homes. All TV might 
guarantee is that the set may be 
t that Mrs. 
Glotz may be occupied with changing 
the baby, Mr. Glotz might decide to 
work on the beer of the 
evening, daughter Gloria may be talk- 
ing on the telephone to dream boat 

By the same token Mr. Glotz 
that I hoped he 
because neighbor Schultz 
hollers at him to come over and look 
at the new petunias. 

As far as one rating service 


will go into 


that radio o1 
turned 


on to program. 


second 


may miss the ad 
would see, 


~ guar- 
the amount of listeners, it 
seem to me to be a question of “who's 
on first.” From week to week as | 
check one rating service against an- 
other there seems to be a divergence 
of opinion on just how many listeners 
anybody has. 


Why not 


anteeing”’ 


view these ‘outlandish 
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pitches’ by all mediums, mine in- 
cluded, and compare them all on the 
only basis that they might be compared 
on—that of proved circulation. And 
frankly, as a newspaperman with the 
finest rating service available, the 
ABC Audit, it is still awfully hard to 
guarantee anything! 

Could we hope that a magazine of 
the stature of SALES MANAGEMENT 
(incidentally, my favorite 
publication) will help sort out the 
confusion instead of lending its 
strong editorial support to the con- 


business 


fusion ? 


Nor ris Stettler 


Advertising Manager 
East Oregonian 
Pendleton, Ore. 


& We agree with you wholeheart- 
edly that “it’s awfully hard to guar- 
antee anything” in the media field. 
We—like you—would like to see the 
confusion taken out of media 
urement. For that reason, we feel that 
Mutual’s 
original research 
that of a national research organiza- 
is a step in the right direction. 
If enough media do enough research, 


meas- 
willingness to do some 


pale 
and subscribe to 
tion 


we may someday come up with true 
and trustworthy indexes to their effec- 
tive selling power. 


Don't Be Disappointed in '56 


Epitor, SALES MANAGEMENT: 

We would like very much to obtain 
six copies of the November 10, 1955 
issue of SALES MANAGEMENT. 

Your excellent feature of ‘‘Market- 
ing on the Move” is probably one of 
thought-provoking and 
thought-directing collections of mate- 
rial that we have ever had the privi- 
lege of reading. 


the most 


Andrew M. 


Duncombe 


Advertising wed Sales Promotion 
McMillen Feed Mills 


Ft. Wayne, - Ind. 


®& We wish we could rush copies off 
to you. But—here’s the rub and it’s a 
big one—we have been completely out 


(continued on page 1!7) 
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It neednt be 
so hard to 


pull SALES! 


Mama-bird always manages 
to get her worm—but are 
YOU pulling vour share of 
the business in YOUR 
MARKETS? 


If not, could the answer be a 
lack of sales-getting 
DISPLAYS? 


We can help you! Our displays 
really MERCHANDISE your 
product. We have the idea- 
experts and construction 
know-how to do the job from 
start to finish... 


e research and 
sales analysis 

e design 

e fabrication 

e shipment 

e market testing 


Centrally situated, we expedite 
shipping to every section 
of the country. 


LEARN HOW YOU, TOO CAN 
PULL MORE SALES! 


Write today for 
informative literature 
that shows the way! 


* 
display 
sales 


1637 GEST STREET 
CINCINNATI 4, OHIO 


* 


MIAMI distributor Jim Llewellyn 
(left) talks over equipment needs 
with Clin Myers, superintendent 
of Three Bays Improvement Co. 


"Products advertised in 
Construction Equipment 


SELL EASIER..." 


James L. Llewellyn, head 
of leading Miami equip- 
ment sales firm says: 


“Our salesmen direct construction Equipment to the buyers and users of construction 
products in our territory. It’s the best way we’ve ever known to make a sales call every 
month...and provide a valued service at the same time.” 


What makes CONSTRUCTION EQUIPMENT so popular that 104 dis- 
tributors buy it for their customers? Jim Llewellyn says: ““The 
men who get it like and read it. We like it because products 
advertised in CONSTRUCTION EQUIPMENT sell easier.” 


CONSTRUCTION EQUIPMENT is the fastest-growing monthly in its 
field —both in readers (57,000) and advertising. More than 300 
manufacturers now use it to get sales results. So, be sure it’s on 
your schedule. See how it helps. 


In construction... 
more buyers read Construction 
Equipment 


PUBLISHED BY CONOVER-MAST e 205 EAST 42ND STREET, NEW YORK 


LETTERS 


of stock of November 10, 1955 issues 
for about four months. We anticipated 


a big demand for that particular issue | 
and ordered the biggest press run of | 


any issue except our annual Survey of 
Buying Power, but apparently so 


many people felt as you did that they | 


exhausted our supply in less than a 


month. Incidentally, if you want extra | 
copies of the May 10 Survey of Buy- 


ing Power, get your order in now. 


They'll be snapped up fast. Postpaid, | 


$4.00 


Competition Dictates Ethics 


Epiror, SALES MANAGEMENT: 
Re article, ‘How to Combat Dan- 


ger of Deceptive Advertising,” April | 


1 issue (p. 40) : “If Mrs. Consumer is 
tricked by one bad advertisement, she 
is likely to mistrust other advertising, 
including yours.” 

How true! But on the same hand, 
if ads are “bad” enough to cause 


mistrust by one consumer, why won’t 


the whole campaign kill itself? 


In this business of marketing, com- | 


petition dictates ethical advertising- 


and-creative advertising. Let us not | 


be tricked into thinking that we are 
untouchable by what the other guy 
says and does. 


most ! 


Elliot M. Breuer 


Sales Promotion and Advertising 


Oakland, Cal. 


Clobbered for Improvement? 


Epiror, SALES MANAGEMENT: 

I found the article in the March 
15 issue by Louis Brendel regarding 
communications with _ distributors 
(“12 Effective Ways to Communicate 


When You Sell Through Distribu- | 


tors,” p. 88) most interesting and 
helpful. However, I must take strong 
exception to the “only a novice will 
have the audacity to send out reprints 
of advertising and ask his own sales- 
men or his distributors for their opin- 
ion or criticism of it .. . this foolhardy 
request is almost sure to solicit a 
thorough clobbering of the ad.” 

I believe this statement is false for 
I know of several non-novices, includ- 
ing myself, who have, are and will 
solicit field salesman and distributor 
reactions to advertisements. I’m sur- 


prised to discover that this action 


marks me as a novice, after 20 years’ 
experience. Yet I would never confirm 


(continued on page 19) 
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As usual, sm—the first with the 


In long-distance moving, anything that requires packing should 
be properly packed. And that doesn’t mean just wrapping it in 
newspaper and stuffing it into a box or barrel. When packed by 
United's experts, even the most fragile goods travel safely because 
they are safely packed—in safe containers, This is a service your 
personnel will appreciate when they have to move. See Yellow 


Pages of Phone Book for nearest United Agent. 


DON'T SHOUT... 


a prospect is trying to hear what you say 


You OK an advertisement. It runs in the publications 
your prospects read. It shouts loud and well to attract 
their attention. Nobody responds. 


What went wrong? 


Maybe the ad shouted so loud prospects couldn’t hear 
what it said. Like an announcer over the public address 
system at a carnival. The plain fact is that business 
advertising doesn’t have to shout, shouldn’t shout, and 
invariably does better when it talks quietly and sin- 
cerely to a prospect —man to man. 


There’s a reason for this. You may have 1500 prospects, 
or 15,000, but the only ones who will read your ad half 
as carefully as you do are the handful of prospects 
actively interested in your kind of product today—Now 
—at the very time they run across your message. 


Every farmer needs a tractor, and knows he’ll have to 
buy another some day. But the farmer with money in 
the bank and a broken-down tractor in the middle of 
a ripe wheat field—he’s the one who’s going to study 
all the tractor ads that night, and react...and act! 


It’s essentially the same with your prospects, no matter 
what you sell. Talk to the men who need your product 
now, and tell them all they need to know about it. Not 
as many people will hear the noise, but those in the 
mood to listen will find your message and if your prod- 
uct sounds good, you'll hear from them. 


THE SCHUYLER HOPPER COMPANY 
i2 East 4ist Street, New York 17, N.Y. 


Number 3 of a series we think needs to be written, even if we 
have to do it ourselves. Our business is to create advertisements, 
sales aids, handbooks and manuals that help our clients sell by 
helping their prospects buy. 
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that “only an overconfident executive 
fails to solicit opinions of his printed 
sales messages from the men whom he 
entrusts with his verbal sales mes- 
sages.” 

Of course, like all individual opin- 
ions, the points of view of field sales- 
men must be carefully evaluated and 
no single point of view should be given 
undue weight. If an ad is thoroughly 
clobbered, however, perhaps it could 
be improved. It is my conviction that 
both distributors and company sales- 
men are a source of intelligent, sound 
information for a great deal more 
than merely case-history data. I’ve 
found that they, collectively, have 
sound advertising judgment. Just as 
an army general depends on the eyes 
and ears and brains of the man who 
packs a rifle in the front lines, so the 
wise marketing executive must depend 
on the observations, experiences and 
constructive suggestions of the man 
with the brief case who spends all of 
his time face to face with individual 
sales problems. 

Finally, I am very proud of the 
favorable comment I get from dis- 
tributors and field men, and often 
consider the suggestions from that 
source more seriously than I do from 
some members of the board of 
directors. 

I really don’t think, however, that 
Mr. Brendel and I disagree, but 
rather that his statement was uninten- 
tionally arbitrary and unclear. If not, 
perhaps he might find it worth-while 
to recheck and find out for sure if 
salesmen are as poor judges of what is 
effective advertising as he fears. 


L. R. Smith 
Advertising Manager 
Amercoat Corp. 


South Gate, Cal. 


2nd Quarter Prospects 


Epitor SALES MANAGEMENT: 

I looked over your estimates of 
the prospects for the second quarter 
with interest, particularly on the 
fields we are in (“Despite Soft Spots, 
Still 5% Gain,” April 1, p. 90). 

I would say that your estimates are 
quite satisfactory on these: cereals, 
flour and food processing, plus, per- 
haps, groceries which we are not di- 
rectly connected with but which we 
have considerable interest in. 


John S. Monroe 


Business & Economics Analyst 
Market Analysis Department 
General Mills, Inc. 
Minneapolis, Minn. 
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LATEST ‘oe for the 


ROY 


N. ¥. ABC CITY ZONE 


TOTAL RETAIL SALES: $149,653,000 
_& 


THE RECORD 
NEWSPAPERS 


* THE TROY RECORD ° 
* THE TIMES RECORD ° 


TROY, N. Y. 
%% 


GROW 


Circulation gains, news and management wee 


ERE’S a bigger demand than ever today for the 
cies It happens fast, it develops fast. It has a 
direct and dramatic effect on everything we do or 
decide, say or sign. Alert and important people just 
have to keep well informed—to move themselves 
ahead, to keep their business and personal plans 
and decisions in pace with these changing times. 

One magazine is most clearly meeting these 
news needs. Because it concentrates on the essential 
news, tells it simply and tells it straight, ““u.s.NEWS 
& WORLD REPORT” has tripled its circulation over 
the past 10 years. It has gained more than a half 
million new readers—a far greater gain, both nu- 
merically and percentagewise, than that shown by 
any of the other weekly magazines in the field. 


SAME HIGH QUALITY 
SAME VOLUNTARY METHODS 


There are two characteristics about the growth of 
“U.S.NEWS & WORLD REPORT” which have special 
meaning for the advertisers. First, these new 
readers have signed up voluntarily—through mail 
direct to publisher, newsstand sales, catalogue 
agencies. They have found, by themselves, a prod- 
uct they need and like. Advertisers are agreed that 


this kind of circulation is most likely to be produc- 
tive of readership—and results. 

Second, this circulation has consistently main- 
tained its same high quality. Now, as five years ago, 
or ten years ago, three out of four “U.S.NEWS & 
WORLD REPORT” subscribers are managerial men in 
business, industry, government and the profes- 
sions. These men have incomes which match their 
positions of responsibility —the average is $14,462, 
highest of all news magazines. They, together with 
their families, account for a major segment of the 
big buying today, and that applies to all products, 
goods and services. 


ADVERTISING GROWTH 
NATURALLY KEEPS PACE 


These facts help account for the magazine’s steady 
and consistent advertising growth. In 1955, for the 
second straight year, ‘“‘U.s.NEWS & WORLD REPORT” 
led its field in advertising page gains. Over the 
period of the past five years, ““U.S.NEWS & WORLD 
REPORT” led all magazines in total advertising page 
gains. Only five magazines, as a matter of fact, now 
carry more advertising pages. 


An essential magazine 
Essential to more and more readers 


Essential to more and more advertisers 


SALES MANAGEMENT 


up 504,437 


klies, 1946-1956 


up 391,025 
up 30032 


up 118,697 


gusints 


Source: Publishers’ Statements to the Audit Bureau of Circulations, average full year 1946, and second 6 months, 1955 


Now more than 800,000 net paid circulation 


...a@ market not duplicated by any other magazine in the field 


Advertising offices, 30 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles and Washington. 
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1955 


How do 
national 
advertisers 
rank 


Philadelphia fam i... 


8,200,000 lines ‘ 7,500,000 lines 


In 1955, The Inquirer published the largest volume of national 
advertising ever carried by any newspaper in the history of 
Philadelphia—8,200,000 lines ... a gain of 800,000 lines over 
& 1954...a leadership of 700,000 lines over the 2nd newspaper. 


1955 marked the 6th consecutive year that national advertisers 
have made The Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


First in National Advertising The Philadelphia Muquir er 
First in Retail Advertising Constructively Serving Delaware Valley, U.S.A. 


First in Classified Advertising 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
First in TOTAL Advertisin CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
—_— ° a DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


(Source: Media Records) West Coast Representatives: 


SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


“SUMMERTIME—WHEN THE SELLING IS 
EASY” is the title of a study of warm-weather sales 
potentials by the Television Department of Edward 
Petry & Co. A comparison of key 1955 consumer 
goods sales indexes by quarters reveals that the 
summer months were the second best business 
period of the year. Food, drug and appliance sales 
increased substantially during the third quarter. 


Figures by the Bureau of Census show summer food 
sales nine points above first quarter and just four 
points below fourth quarter. 


Warm-weather drug sales in 1955 exceeded those 
of the first six months by four to six points, al- 
though they were 11 points below fourth-quarter 
sales. 


Furniture and appliance sales had an index of 119 
in fourth quarter, 100 in third quarter, 96 in second 
quarter and 85 in first quarter. 


Total retail sales showed second and third quarters 
as tie—13 points above first quarter and nine points 
below fourth quarter. 


Where’s the summer slump? Apparently, it is pretty 
much a myth as far.as non-seasonal products are 
concerned. People don’t stop buying as the mercury 
rises, so why do many advertisers slash schedules 
at this time? Is it habit? Tradition? Dogma? Igno- 
rance? 


A study by NBC explodes some more summer 
“theories.” It deals with TV families only, but the 
implications can be projected: 

56% of families spend their vacations 

at home. 


During the average summer week at least 
one family member is at home in 95% of 
all households. 


The first week of July (vacation season 
peak) 92% of homes are occupied by at 
least one family member. 
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Advertising this summer is certain to get better 
than average attention. Political activity leading 
up to two August conventions will coax consumers 
to do more reading, listening and viewing. You will 
want to consider seriously whether you can afford 
to do just a three-quarter selling job in ’56. 


LONG-RANGE SALES PLANNING ‘fs getting 
new attention in a growing number of companies. 
Years-long research projects and the time invest- 
ment needed to establish a new product are making 
such planning an economic necessity. However, 
there are distinct business and psychological advan- 
tages to taking a long look at sales. 


1. The ups and downs of the immediate 
future are de-emphasized and more sensi- 
ble advertising and sales strategies can 
be worked out. 


2. Almost everyone who analyzes future 
potentials sees a rosy picture, so plans are 
bolder, more dynamic than they would 
likely be with a shorter view. 


Take Admiral Corp., for example. It is introducing 
a new, lightweight portable TV set at a low price. 
Sales goal for 1956 is 600,000 units, but the com- 
pany also has a long-range target. It wants a big 
share of the 100 million portables the industry 
counts on selling in the next 10 years. Current 


plans will aim at Admiral’s share of the 100 million 
as well as at the company’s 1956 goal. 


Facts to consider in 10-year planning: In 1965, per 
capita income will be up 38%; population will 


be 18% greater; investment in new plant and 
equipment will be double current annual rate; re- 
tail sales will be about 50% higher. You will proba- 
bly be selling new products developed by research 
to satisfy new consumer needs. Short-sightedness 
could prove costly, perhaps disastrous. 


The dynamism of our expanding economy and of 
the businesses that comprise it was awesomely il- 
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Significant Trends (continued) 


lustrated by McCann-Erickson’s Marion Harper, 
Jr., in a recent talk. “By 1965,” he declared, “we 
believe that we will be helping our clients around 
the world develop retail sales at the annual rate of 
$76 billion.” 


The “gross world product” of this one ad agency’s 
clients would thus be larger than the gross national 
product of the United States for all of 1935, which 
was $72.5 billion. 


MARKET DEVELOPMENT in its extremes is 
dramatically represented by a recent report that 
sales of electric floor polishers are five times greater 
per household in Canada than in the United States. 
Canadian housewives use more wax, too. 


While price cutting in the Dominion accounts for 
at least some of this difference, astute promotion 
and sales methods—supported by heavy advertis- 
ing—are generally credited with making the Cana- 
dian homemaker more floor conscious than her 
U.S. counterpart. This could be an object lesson for 
sales executives who feel their markets are near 
saturation. 


DIVERSIFICATION OF INTERESTS by Crowell- 
Collier, currently in the news, represents a frontal 
attack by this publishing house on an unsatisfactory 
profit situation. In a two-day period it acquired 
three television and four radio stations in the Mid- 
west and a radio and TV station in Honolulu. Plans 
call for acquiring several more to bring the com- 
pany’s holdings to the FCC-prescribed limit of 
seven television and seven radio stations. 


“It is the intention of Crowell-Collier,” said Presi- 
dent Paul C. Smith, “to expand into all of the fields 
of communications—radio, television, film, records, 
newspapers—as expeditiously as possible.” 


There’s a moral here. By fast and decisive action, 
Crowell-Collier has changed from a_ venerable 
down-sliding company in a narrow field to a 
revitalized, strong-potential giant in the communica- 
tions industry. 


TOUPEES ARE ON TOP, both saleswise and 
otherwise. “Redbook’s” Hal Hutchins reports that 
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men bought 300% more “artificial coifs” last year 
than in 1954. Sales advance as hairlines recede. The 
most popular hair piece is the Ivy League crewcut. 


MEAT-BY-MAIL is now a regular service of 
Pfaelzer Brothers, Chicago, following four months 
of testing consumer reaction, shipping and pack- 
aging problems. The mail-order meat project, 
which has a distinct carriage trade tinge, is aimed 
at providing the epicure with the best in quality 
meats. Minimum order is 50 pounds, but the 
consumer may choose from a list of 151 different 
items, ranging from boneless strip sirloin steaks 
at $3.75 a pound to chopped round steak at 80 
cents a pound. All shipping charges are prepaid 
by the shipper. 


Impetus for the new venture by Pfaelzer came from 
the tremendous popularity of home freezers. 


MODERN-DAY MAGELLANS—15,000 of them 
annually—circumnavigate the world by air, re- 
ports TWA. And, forecasts the airline, this number 
is likely to jump to 30,000 by 1960. Globe-girdl- 
ing is becoming popular as the ultimate goal for 
many tourists. In 1952 just 6,000 made the big 
flight. All segments of the travel industry are aware 
of a new tourist urge to travel farther, stay longer 
and spend more. 


HOW GULLIBLE ARE CONSUMERS about ad- 
vertised price cuts? Duquesne University and the 
Better Business Bureau of Pittsburgh conducted a 
survey to find out. Here are the results: 


“Reductions in price” greater than one-third are 
disbelieved by 80% of the public, and 95% of 
those questioned distrusted alleged savings of 50% 
or more. On the other hand, four out of five con- 
sumers have confidence in an offer that claims a 
price cut of 20%. 


PICK A SALESMAN as you would pick a wife. . . 
carefully. The association may be a long one. 
This philosophy is spreading throughout all industry 
as growth-minded firms upgrade their sales forces. 
A classic example: For every salesman hired by 
Minnesota Mining & Manufacturing Co., 20 men 
are interviewed. 
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Is It Bad Business for et 


Salesmen to Talk Politics? 


There are three answers: "yes," "'no,'’ and ‘we leave it 
to the salesman's judgment.’ Here's a quick roundup of 


the way 13 sales executives feel about it. 


Sales managers, on the whole, are 
politically conscious individuals—even 
though they may not favor personally 
one aspiring candidate or either politi- 
cal party. They are conscious of poli- 
tics because they feel, as one execu- 
tive expressed it, that “a customer’s 
political views are almost as sacred as 
his religious views . . . and there are 
sales-killing hazards to a salesman- 
customer discussion of either.”’ 

But what instructions, if any, 
should you give your salesmen on 
“talking politics?’ Should you lay 
down the law, brief them on the pit- 
falls, or put your faith in their sales 
sense ? 

The editors of SALES MANAGE- 
MENT asked a cross section of sales 
chiefs how each of them felt about 
the politics of discussing politics. The 
answers follow: 


D. B. ROBINSON 

Vice-President 

The Torrington Manufacturing Co. 
“We avoid reference to political 

discussions in general sales contacts. 

If the subject is brought up... it is 

discreetly determined what politics of 

customer and prospect are before any 

decisive opinions are reached.” 


F. L. GRIFFITH 
General Sales Manager 
Hewitt-Robins, Inc. 

“Despite the fact that we find poli- 
tics dominating the news and provid- 
ing much conversation, we have not 
felt moved to caution our salesmen 
about the hazards of getting into po- 
litical discussions with prospects. It is 
our belief that the proper approach 
to handling such controversial sub- 
jects as politics, religion and other 
personal matters is one that is best 
covered by the proper sales training 
from the start. Our salesmen are 
trained. to put diplomacy ahead of 
winning the argument and losing the 
customer. A good salesman wins 
friends and influences people through 
his understanding of their likes and 
dislikes and appreciation of the view- 
point of others. A good understand- 
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ing of the psychology of handling peo- 
ple must become a sixth sense with a 
well trained salesman and is not the 
type of thing that we periodically sin- 
gle out for reappraisal.” 


A. McLAUGHLIN 
Sales Manager, Fiber Glass Div. 
Pittsburgh Plate Glass Co. 

“We feel politics, like religion, is 
something that our salesmen should 
never discuss with customers. How- 
ever, we make no attempt to direct 
our sales people along this line.” 


MARSHALL A. WILLIAMS 
General Sales Manager, G & L Div. 
Philco Corp. 

“I feel strongly that politics 
has absolutely no place in any sales 
presentations arguments or discussions. 
In general, our men are instructed 
that if the prospect introduces the 
subject, we try to handle it in a light 
vein and counter the interjection with 
something facetious or light in joking 
quality. I personally make a habit of 
avoiding politics as well as re- 
ligion in conversations with customers 
as well as associates. Controversy ot 
any type, whether it be race, religion, 
politics, is sure death to the establish- 
ment of the necessary relationship be 
tween customer and salesman.” 


O. B. WILSON 
Brown Instrument Div. 
Minneapolis-Honeywell Regulator Co. 
“Our salesmen are trained to avoid 
any controversial subjects, politics or 
otherwise, that are not pertinent to the 
specific sale of our products. I defi- 
nitely avoid politics myself. Although 
we would take precautionary measure 
if necessary, we have no real strong 
feeling on subject.” 


DICK PORTER 
Metron Instrument Co. 

“T feel that . . . highly controver- 
sial topics . . Should be avoided if 
possible. All of our men are high cali- 
ber and need no orientation on how 
to handle them. Each controversial 


(continued on page 113) 
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Dr. Stanton and the Parlin Award: 
"For Distinguished Achievement . . ." 


A boyish-looking man ascended the podium of Philadelphia’s 
Union League Club balJroom. The room full of well-fed, suc 
cessful men listened as a speaker said, “Dr. Frank N. Stanton, 
over the last two decades, has promoted fundamental improve 
ments in marketing and distribution methods. . . . The key 
position occupied by him in the area of mass communications 
gives him an unusual vantage point from which to assess and 
anticipate trends . . . in the swiftly changing markets of 
America.” Frank Stanton, president of the Columbia Broad 
casting System, was receiving the coveted 1956 Parlin Award, 
given each year as the top honor of the national American 
Marketing Association, in recognition of distinguished achieve 
ment in the advancement of marketing. Some of Stanton’s 
achievements: co-developer, with Dr. Paul Lazarsfeld, of the 
Lazarsfeld-Stanton Program Analyzer; first to develop and use 
an automatic recording device placed in home radio sets to 
provide accurate records of what stations a listener tuned in. 
Stanton’s background was tailored to his later achievements: 
He began his career as a member of the staff of the Department 
»f Psychology at Ohio State University; joined CBS as a 
member of the research staff. A shy man, he stays out of the 
spotlight, hates to have his picture taken 


Spade Work: American Marketing's Prexy 
Knows How to Dig—for Sales 


Charles W. Smith, a rugged gent (looks like 
an intelligent prize fighter), is American Marketing 
Association’s new president. In addition, he’s an 
associate of McKinsey & Co., nationally known 
management consultants. As such he has first-hand 
contact with the selling and distribution operations 
of more than a score of leading companies. But 
he learned how to dig for sales during the tough- 
row-to-hoe ’30’s. After graduating—during the De- 
pression—from University of Missouri School of 
Business and Public Administration, he served his 
apprenticeship in merchandising and distribution 
with a large wholesale dry goods house. Later he 
was a traveling sales promotion man in the Kansas 
City area. (His booklet, ‘Making Your Sales Fig- 
ures Talk,” was published in ’53 by the Small 
Business Administration.) He joined McKinsey in 
1944, is a constant speaker on distribution. As head 
of the AMA he oversees an organization of more 
than 6,000 members, 41 chapters. He and his wife 
live in Garden City, L.I., where he’s active in 
church affairs. He was chairman of the building 
committee for his little parish. We caught him, 
appropriately enough, after digging the first spade- 
ful of earth. 
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THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


The Truck and the Man... 


In the Driver's Seat: Sales 


One of the best-known executives in the automotive industry has come up 
through the engineering and sales routes to the top berth of his company: 
He’s John Nevin Bauman (‘‘Nev”’ to his friends) and he’s the new president 
of The White Motor Co. For the past year Nev Bauman has been executive 
v-p in charge of White’s Truck Division: But before that he was, for years, 
v-p in charge of sales. And he’s never worked for anyone but White. After 
getting his Master’s degree in engineering from the University of Michigan 
in ’22, he signed on as an apprentice transportation engineer. Sales entered 
the picture shortly afterward: Nev became a retail truck salesman in Balti- 
more in the days when most trucks lumbered on solid rubber tires. During the 
period he guided White’s sales the company’s volume ballooned from less 
than $20 million (1935) to almost $180 million in ’°53 when he relinquished 
sales command. He’s been a rabid advocate of engineering refinement in motor 
truck design, to improve distribution efficiency. It was his creative handiwork 
which fashioned White’s highly developed, specialized retail selling program. 
Nev travels thousands of miles, coast to coast, each year, hypoing sales. And 
if the truck which waves you past on the highway bears a “White” label, 
chances are Nev Bauman’s sales techniques helped sell it. (His article, “How 
The Professional Salesman Makes His Approach,” appeared in SALES MAn- 
AGEMENT, June 15, 1955.) 


BEHIND WHITE throughout the revitalizing of Crescent 
Industries has been a management team of planners and 
supervisors. General Sales Manager White is in center, and 


control manager; 


left to right around him are John S. Martin, production 
Samson Cooper; Dennis H. Mahaney, 
credit manager, and Norman S. Watters, comptroller. 


Aggressive Sales and Management Program 
Rescues Crescent from Near Bankruptcy 


When Warwick Manufacturing took over last year, Cres- 


cent Industries was floundering badly. A new team, new 
policies and much personal selling have worked to triple 
company momentum and give distributors new confidence. 


An interview with JAMES F. WHITE 


General Sales Manager, Crescent Industries, Inc. 


When Warwick Manufacturing 
Co., Chicago, auto-radio and TV 
suppliers for Sears, Roebuck & Co., 
acquired Crescent Industries in 
March 1955, it planned to, continue 
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its operation as a wholly owned sub 
sidiary. The Warwick board of di- 
rectors hand-picked a team of young, 
experienced and hard-hitting execu- 
tives as their answer to a situation of 


only six months’ standing—a com- 
pany on the verge of bankruptcy, suf- 
fering from a deteriorated product 
and a reputation for demoralized 
management. 

Today, the new aggressive manage 
ment at Crescent Industries, Inc., is 
well on the way toward rebuilding 
the concern as one of the nation’s 
leading manufacturers in the record- 
ing equipment industry. Says James F. 
White, general sales manager: ‘So 
far this year we're running almost 
three times better than our 1955 clip, 
and we'll gain momentum with more 
and better distributors.” 

Crescent’s manufacture of tape re- 
corders and phonographs was at a low 
ebb in mid-1954, but Sears, with 
significant production scheduled, 
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wanted the operation shored up im- 
mediately to assure a healthy and 
continuing source for its Silvertone 
tape recorders and record players. 
Sears reached out and tapped White 
who, as manager of contracts at CBS- 
Columbia, New York, had been in- 
strumental in the television 
growth. Sears at that time was the 
Silvertone manufacturer. It asked 
White to revitalize, reorganize and 
redirect Crescent sales. 

Five months later Warwick pur- 
chased the interests of the previous 
Crescent management. Warwick's 
production experience and _ financial 
strength freed White to concentrate 
on the important sales program. 

When the new management team 
took over, the distribution structure 
ot Crescent-labeled products consisted 
of 300 active and 500 spasmodic low- 
volume accounts including a substan- 
tial number of questionable credit 
risks. 

White spent eight weeks touring 
the country, learning the field situa 
tion, meeting Crescent customers and 


field sales representatives. ‘Today the 


Sears 


distribution structure is built on a 
educed number of distributors, each 
one screened for financial stability 
merchandising awareness and sound 
organization. 

On a smaller scale, the same pro- 
cedure is being followed in Canada 
where the entire distribution is new. 

Here are the nine major points 
which confronted White when he 
joined Crescent and what he did 
about them: 

1. The plant had only a ‘“care- 
taker crew” when he took over. There 
was a 100% “flushing of the brass.” 
‘There was no service organization, 
and it took a year to build a good 
one. White organized in every major 
market in the country “Authorized 
Service Centers” to make a national 
network of essentially service depart 
ments in the field. The factory serv 
ice setup was completed in just a few 
weeks. 

2. White found he had one-third 
Grade B and two-thirds Grade C 
sales representatives. He trimmed the 
sales department by one-third. Field 
salesmen’s attitudes had deteriorated. 
Since there was no factory production, 
there was nothing to sell—and no 
commission checks. There had been 
little or no contact by management 
in the field, and no personal visits. 
White knew that he had to show the 
salesmen that the new management 
was interested in them, so he traveled 
into 15 of 16 territories, and set up 
seven new territories. 

3. The field sales force had drop 
ped to 25 independent sales repre- 
sentatives. He raised the number to 
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50, He upgraded in other respects; 
some salesmen were not kindred to 
Crescent’s field, such as the radio 
parts specialist in the prime metropoli- 
tan markets. He was replaced im- 
mediately with a merchandising spe- 
cialist who started with department 
and chain stores. 

Other markets such as New Eng- 
land and the West Coast went to ap- 
pliance-oriented salesmen. White 
picked the top 30 markets in the U. S. 
and began changing and upgrading 
distributors and salesmen in them. 

4. White got Crescent out of the 
dictation equipment field. ‘This field 
required a completely different type 
of distributor from the ones we had,” 
he says. “It also required a different 
kind of management concentration. 
But, most important, dictation ma 
chine salesmen are characterized b\ 
their ability to sell direct on a low 
volume, high-commission basis, where 
as the phonograph and tape recorde: 
salesmen sell high volume at a lowe: 
commission. This divergence of selling 
direction was not compatible and we 
had to correct it.” 


Crescent was also extricated from 


the radio speaker business, ‘““We are 


CRESCENT'S HISTORY 


The original Crescent com- 
pany was founded in 1925 and 
first attained prominence in the 
radio industry with its stamped 
metal products (chiefly radio 
chassis), tool and die work and 
loud-speakers. 


Like most plants during World 
War Il, Crescent manufactured 
products for the armed forces. 
After the war, a line of proprie- 
tary products emerged—3-speed 
and 45 rpm automatic record 
changers and tape recorders. 


A little more than a year ago, 
Crescent was headed for the 
reefs. Warwick Manufacturing 
Corp., that makes Silvertone 
products for Sears, Roebuck, 
took over the failing company 
then struggling to meet Sears’ 
orders for record players. 


One Warwick plant makes 
radios, the other television sets. 
The company has a TV and radio 
manufacturing plant in Mexico 
City, and another plant manu- 
facturing TV sets in Zion, Ill. As 
the parent company, Warwick 
alone controls Crescent Indus- 
tries, Inc. 


and were intended to be makers of 
equipment requiring a high degree of 
engineering. Speakers are not that 
type of equipment; they can be made 
with low overhead and with ‘heavy’ 
labor with little profit.” 

5. On a three-month trip, White 
found a bad situation. He made per- 
sonal contacts with key Crescent dis- 
tributors and major industrial ac- 
counts, and briefed them on the com: 
pany’s new plans. It was his purpose 
to convince them that the new man- 
agement personnel knew what they 
were doing, emphasizing the point 
that “Sears demands good products, 
so we must make all our products 
good.” He was amazed to find that 
the previous management had not 
taken the time to talk with these key 
men. 

White got back the tape recorder 
business, plus phonographs, from 
three majo electronics manufacturers 
and vas able to reintroduce record 
playe: . “All this from a complete 
closeo t,”” he says. He was able also 
to convince a major record manage 
ment that the Crescent line might 
make a going deal for it and an asset 
to some of its branch operations. 

“So the pattern began to emerge 
quite clearly,” White comments. 
“There were other facets: We weed- 
ed out a lot of weak radio parts job 
bers. In each market area we picked 
the aggressive, merchandising type of 
appliance distributor, a record dis- 
tributor and a_ well-financed radio 
parts distributor with an_ outside 
selling organization. We found that 
they were mainly non-conflicting. 
Now we find that this same plan is 
being followed by other big manu- 
facturers.”” 

6. White then closed out the fac- 
tory-operated export department and 
contracted with an independent ex- 
port company to assume all export 
effort and responsibility. 

7. The entire Crescent line needed 
redesigning. White instituted a crash 
program for this purpose through the 
design department ‘‘which came to 
us when we joined up with War- 
wick.” Today even the shipping car- 
tons are made especially for Crescent 
by Stone Container Corp., Chicago. 
The engineering group was refurbish- 
ed. This department has been com- 
pletely restaffed and personnel in- 
creased five times in the past year. 

8. White gave industrial product 
lines top priority. “We knew that a 
couple of industrial contracts could 
build up volume in a hurry.” His 
key action was to offer a 45 rpm auto- 
matic record changer to other phono- 
graph manufacturers. It proved to 
be an immediate sales stimulant. 
Next he offered to put a major rec- 
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ord company in the tape recorder 
business at popular prices and was 
successful. 

These early moves brought volume 
orders into the plant; brought the 
ledger into the black; served as re- 
vitalization for the whole operation. 

An Industrial Products Division 
was set up for selling to television 
and phonograph manufacturers com- 
plete instruments, record changers 
and special metal products for the 
radio, television, automotive, refrig- 
eration and air-conditioning indus- 
tries. 

Self-imposed goals the new Cres- 
cent management has achieved since 
March 1955 show a five-fold increase 
in sales of 45 rpm. automatic record 
changers and in the manufacture of 
tape recorders. 

Customers: Pacific Mercury (auto- 
matic record changers); Mitchell 
Mfg. Co. (tape recorders) ; Columbia 
Records, Inc. (hi-fi tape recorders) ; 
Motorola, Inc. (automatic record 
changers); Allen B. DuMont Lab- 
oratories, Inc. (automatic record 
changers). 

9. The company’s automatic record 
changers needed a better reputation. 
White moved Crescent back into the 
three-speed changer field, then vir- 
tually dominated by VM and Web- 
cor. He found major hurdles: pro- 
duction of the plant a year earlier 
had created a bad name in the field 


with resulting resistance to any Cre- 
scent changer. This was overcome by 
White’s personal efforts, and by the 
end of the first year three of the 
largest manufacturers were using 
Crescent changers. 

One big manufacturer was given 
a six-month option on a new style 
of changer as an exclusive. Another 
was sold after exhaustive tests by 
engineers who declared that, quality 
rated, Crescent’s was best. 

During Crescent’s first year under 
new management there was virtually 
no advertising. Now in its second 
year it is hitting heavy in direct mail 
to the industry. Plans for consumer 
advertising in national magazines, 
newspapers, supplements, TV and 
radio are still in the blueprint stage. 
A schedule is expected to be an- 
nounced in July. 

Last year’s industrial sales ran 
60% and consumer 40% of total 
sales. White says, “Industrial sales 
started from absolute scratch, so you 
could even say it has been a one mil- 
lion percent increase over former 
sales, which were nothing. Consumer 
sales increases were not as great 
proportionately because, for one 
thing, we cleaned out a lot of dis- 
tributors and, for another, the peak 
season was hit by a critical shortage 
of important components, so we were 
unable to make a sufficient number 
of units to show an increase.” 
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“Use an escort service. I’m here attending a sales meeting!” 
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Crescent begins its move for com- 
plete national distribution with a 
heavy campaign in Retailing Daily, 
Electrical Merchandising, The Jew- 
elers’ Circular-Keystone, High Fi- 
delity, Music Trades Magazine, Rec- 
ord and Sound Retailing, Sound 
Salesman, Parts Jobber Magazine, 
Mart and other business publications ; 
some in industries yet untried which 
Crescent feels should be explored. 

A new line to be introduced in 
June will include two new products 
offered for the first time under the 
Crescent label: A de luxe hi-fi pro- 
fessional tape recorder; a nonmusical 
hi-fi tape recorder designed pri- 
marily for speech training, speech 
preparation, and various uses in 
schools, offices, laboratories, etc. Also 
this year the company will start 
production of phonographs with 
printed circuits. 

The Crescent Home Instrument 
Division manufactures and _ sells 
under the Crescent label and trade- 
mark phonographs, hi-fi equipment, 
tape recorders, four-speed auto- 
changers, and 45 rpm automatic rec- 
ord changers (only other manufac- 
turer of these is RCA). 

All are said to be of high quality, 
all are fairly priced to meet com- 
petition and at the same time to as- 
sure a good profit to distributors and 
dealers; all are Underwriters’ listed, 
and all carry a manufacturer’s 
guarantee for 90 days after sale. 

Last December Crescent became 
an account of Gourfain-Cobb and 
Associates, a Chicago advertising 
agency that for 15 of its 25 years 
served as agency for Motorola, Inc. 
The seasoned public relations de- 
partment developed a program to 
supplement trade advertising which 
features press conferences to let people 
know “the house has been cleared,” 
and includes regular press coverage. 
White believes that releases printed 
in industrial publications “have en- 
abled us to get many of our dis- 
tributors who saw our stories in the 
editorial pages rather than in ad- 
vertisements.” 

A large share of Crescent’s big 
advertising budget for this year is 
slated for consumer publications, In 
addition the company will exhibit at 
the music trades show in New York 
in July and will run a series of region- 
al exhibits in shows of that type 
throughout the country. “We've got 
to prove that we're available,’ White 
says, “for nothing sells like avail- 
ability.” 

Through a multi-faceted program 
one of the major objectives is to build 
Crescent branded sales volume five- 
fold over the present level by the 
end of 1957. The End 
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FAVORITE WAYS TO RELAX 


STALKING A CALIFORNIA BUCK provides real “away- 
from-it-all” relaxation to Executive V-P John Miller. His 
wife is a frequent hunting companion. 


He Seeks the Wildest of Wild Places 


John D. Miller, executive vice-president of A. 
Schilling & Co., Division of McCormick & Co., 
Inc., is a big, vital 1nan who makes those around 
him feel full of energy too. He brings his native 
dynamism to every detail of his complex job of 
running the far western subsidiary of the national 
tea, coffee and spice concern and overseeing the 
activities of its sales department. 


He puts all he has into his daily work, but he 
recognizes that no man can maintain the pace of 
today’s business world and meet the demands made 
upon its key executives without occasional retreats 
for a recharging of spent energies. 


John Miller’s favorite form of retreat is to get 
away into the wildest of wild places and hunt 
or fish, living simply and hardily far from the 
“comforts” and “conveniences” of civilization. “For 
me, there is no better outlet or relaxation,” he con- 
fesses. “I have hunted and used guns since I was 
10 or 11 years old and have always enjoyed the 
outdoors.” 


One of the many things Miller likes about Cali- 
fornia is its rather long deer season. “Since deer 
is the biggest game animal we have in the state, it 
is only natural that I should have started hunting 


these animals at the time I came to California, 
some 25 years ago.” 


Hunting is considered an ideal change of pace 
for the business executive because if a man is to 
bag a buck—and John Miller does—he has to 
concentrate. As Miller puts it, “A person can’t 
go banging along in the woods thinking of busi- 
ness. If he did, he’d see his game slip away.”’ And 
what man brought up in sales work could stand that ? 
Miller believes it is this “concentration on a single 
activity, with no outside distractions, that gives a 
person such a complete rest from the daily grind of 
business.” 


He finds it ‘‘good physical exercise, but not too 
grueling, since a man can hunt at his own pace.” 
While his faculties must be alert, he is under no 
pressure. ‘Normally, on a hunting trip, whether 
for a weekend or vacation, you are away from 
radios, television and telephones as well as office 
cares. There is another important consideration: 
by and large, you are living on a regular schedule, 
with a fair amount of exercise, good food and 
plenty of rest. Add to this the beauty of the out- 
doors, which has always meant a lot to me, and I 
don’t know what more one could ask.” The End 
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You must Sell your 
PRODUCT before you 


can Sell your BRAND 


1. NEWSPAPERS ARE WELCOMED ... they’re invited 

into the home. Script: “Today there were created and 
sold 56 million copies of the daily newspaper. The news- 
paper is a hot sales item.” Word “hot” was signal for 
setting off puff of smoke behind the board. 
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5 LADIES’ CHOICE: Documenting the statement that 

* newspapers are preferred by women, speaker quoted 
results of survey made by Northwestern University among 
12,000 housewives: 43% believed newspapers carry the 
most useful advertising. . . . 93% preferred their news- 
papers to carry advertising. 
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2. MISS R.O.P. is introduced to round out the figures. 

Script: “Representatives of America’s 47,600,000 fami- 
lies spent over $3 million today for their copies of the daily 
newspaper.” Speaker then led into second major point: 
“All business is local.” 


RIGHT PLACE, RIGHT TIME: Sales point five 
stresses flexibility of the newspaper medium. “Most 
national companies have more than one product and many 
markets. Good sales here ... better sales there ... maybe 
a new product introduction over here ...a need for a 
boost in this section. The daily newspaper does the job.” 
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he Los Angeles Chapter of the 
American Association of News- 
paper Representatives recognized 
the principle that you can’t sell an 
Admiral or a Philco until the pros- 
pect is persuaded he wants a TV set. 
Nor can you sell a Stetson or a 
Dobbs until the bareheaded male is 
convinced he’d look better dressed if 
he wore a hat. 


to sell newspapers as a medium. 
They wound up with a blanket- 
board see-and-hear presentation which; 
the group reports, has enjoyed some 
degree of success “in holding the at- 
tention of agencies and advertisers 
who are used to a variety of much 
more intricate and far more expensive 
types of presentation.” Its title: 
“Seven Star Extra.’ The presenta- 


1. Is invited into the home every day. 
2. Has that local appeal and impact. 
3. Is preferred by the retail adver- 
tiser. 
4. Is the choice of the lady of the 
house. 
Offers flexibility both to the na- 
tional and local advertiser. 
Offers 


merchandising services 


Applied to the problem of selling 
space in newspapers, this meant—so 
the Association men reasoned — that 
something constructive could be ac- 
complished if, in cooperation, they 
worked out a story that would help 


3. “ADS IN NEWSPAPERS command as much attention 
as the news-features.” Script suggests father shopping 
for new car, mother making up a grocery list, Junior 
planning for the feeding of his new dog. In this way, 
newspapers are stressed as a “whole family” medium. 
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7 NEWSPAPERS OFFER MERCHANDISING SERV- 

* ICES geared to advertiser needs. Board exhibits sug- 
gest wide range of such services running from point-of- 
purchase aids through mailings, surveys, and special events 
such as cooking schools. These perform a local merchan- 
dising service in a local market. 
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tion is based on quick coverage of 
seven points (each with some docu- 
mentation) which sum up the major 
values newspapers feel they have to 
offer to advertisers: 


The newspaper, the story goes... 


geared to particular needs. 

Offers audited circulation. 

Here, in the photographs and cap- 
tions, are some samples of exhibits 
and notes from the script to show 
how the presentation was organized. 


4 POINT THREE: “Newspapers are preferred by re- 

tailers.” Speaker pointed out that super markets spend 
66% of their money in newspapers, department stores 
spend 84% of their media budget in newspapers. These 
advertisers figure dollar returns closely. 


8. THE BIG HYPO: One section of the presentation puts 

emphasis on the growing importance of run-of-paper 
color, a service now being offered (one, two or three colors 
and black) by more than 650 newspapers in the United 
States and Canada. Use of color is expanding. Discussion 
of values of audited circulation wound up the story. 


ersumeetse in the wrong place 


too often! 


He makes too many calls on cold prospects. Any 
salesman does...unless your marketing pro- 
gram is geared to put him, by invitation, across 
the desk from men who are ready to buy. 


In such a marketing program, good catalog 
procedure is a fundamental must. 


Industrial buyers almost always use catalogs to 
sift suppliers and decide whose salesmen to call 
in. So the salesmen who spend the most time 
with ready buyers are those whose catalogs are 
immediately and conveniently accessible in the 
offices of all good prospects. 

The questions in the adjoining column will help 
you decide how effectively your present catalog 
procedure is working at the job catalogs do 
best: getting your salesmen more invitations to 
call on ready buyers. 


©) 


Sweet’s Catalog Service 
a division of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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How effective is your 
catalog procedure? 


Careful answers to these questions 
will tell you. A “no” to any one of 
them is good reason to review your 
entire catalog program. 


1. Do you have a tested system for 
making sure your catalog reaches the 
important buying influences for your 
products...in the companies with volume 
buying power? ‘om fama 
yes LJ no _) 
(Sweet's market-specialized Catalog Files 
are distributed to the companies that 
have over 80% of the total buying power 
in the industries these Files serve. Indi- 
viduals who receive them are continually 
checked for their buying influence.) 


2. Does your present system pro- 
vide for the immediate distribution of your 
catalog to every good, new company that 
comes into your market? 

yes |) no (| 
(With daily access to Dodge reports on 
new plant construction, plus continuing 
market analysis and field research by its 
distribution staff, Sweet's spots potential 
new sources of business immediately; 
distributes appropriate Catalog Files to 
them as soon as their buying power is 
known and qualifies them. ) 


3. Do you know how many of the 
men who have received your catalog have 
kept it, and have filing systems which make 
it easy for them to find and use it? 


yes | no [| 
(Catalogs bound, inde and. = distributed 


in a Sweet's File are always easy to find, 
cannot be misfiled or lost.) 


4. When your customers and pros- 
pects want to compare products, prepara- 
tory to calling in possible suppliers, does 
your system make it reasonably certain 
that your catalog can’t be overlooked? 

yes | no | 
(Sweet’s binds the catalogs of comparable 
products next to each other, indexes each 
one for easy reference. This minimizes 
the chances that any suitable product 
cataloged in a Sweet's File will be over- 
looked when ready buyers are searching 
for the answer to a need.) 


5. Are you sure that all of your 
important customers and prospects have 
your current catalog? 

yes | no [| 
(Sweet’s distributes new Catalog Files 
each year. Every user of a Sweet's File 
is therefore certain that each catalog 
bound into his Sweet's File provides him 
with the up-to-date and correct buying 
data upon which he can rely.) 


6. Has your catalog been prepared 
to give your customers and prospects ex- 
actly the kind of buying information about 
your products that they should have...and 
will it logically lead them to take the next 
buying action you want them to take: call 
in your salesman or distributor; write to 
you; or specify your product? 

yes || no [) 
(Sweet’s has been designing and produc 
ing market-specialized, action-evoking 
catalogs for fifty years ... has had notable 
success in doing so de signs and pro- 
duces more manufacturers’ catalogs, by far, 
than any other company in the world.) 


There is a Sweet's Catalog 
Service office near you. A call 
or letter to any one of them 
will bring you prompt and 
thorough help in making sure 
your catalog...its design, pro- 
duction, and distribution... 
results in more orders for you 
at the lowest possible cost 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


Home Canning by Wage Earner 
Families: Report of a survey of 
The Wage Earner Forum, sponsored 
by Macfadden Publications, Inc., 
publishers of True Story Women’s 
Group magazines. Forty-five percent 
of the families did home canning in 
1955, indicating a major market for 
jars, lids, pectin, etc. Of the families 
who did some canning, 29.8% made 
jelly or jam; 37.7% did other home 
canning, and 22.5% did both. Of 
those who made jelly and jam, the 
majority prepared from 10 to 40 
glasses, with 1 in 8 putting up 50 
Jam and jelly making was 
done by one-fourth of the wives under 
30 years of age, and other canning 
was done by more than one-third of 
those in that young-age group. Write 
to Gene Waggaman, Sales Promotion 
Director, Macfadden Publications, 
Inc., 205 E. 42nd St., New York 17, 
N.Y. 


glasses. 


The Omaha-Council Bluffs Mar- 
ket: Findings of the 12th annual 
survey conducted by The Omaha 
World-Herald, providing valuable 
market information about consumer 
buying habits, brand preferences and 
store distribution. More than 100 
product classifications are covered, in- 
cluding food, soap products, drugs 
and toiletries, beverages, tobacco prod- 
ucts, automotive and household ap- 
pliances. The report indicates that 
families in this market are increas- 
ingly well paid, well fed and well 
equipped. Some of the highlights: The 
number of families in the $3,999 and 
less income bracket went down 6.4% 
in 1955. A total of 43,745 families 
are now in the $5,000 or more group. 
Families that own their own homes 
number 69,343. During 1955, 16.5% 
of these homes were painted outside 
and 34.4% were painted inside. 
Smoking preferences of men and 
women show significant changes. For 
example, the percentage of men 
smoking cigarettes climbed 12.3% 
to a total of 72.8% for 1956. One 
out of every five men now smokes 
filter tip cigarettes and the king size 
is greatly preferred. Only 1.4% said 
they liked the regular size this year, 
as compared to 16.1% in 1955. Use 
of cigarettes without filter tips is 
down 3.2% from the 1955 total to 
52.7%. Two-thirds of the men who 


smoke non-filter cigarettes prefer the 
regular size. Among men, popularity 
of king size non-filter cigarettes 
dropped from 34.5% to 31.9% 
this year. A total of 93% of the 
families in Greater Omaha now have 
television; 17.6% bought new TV 
sets in 1955. Car-owning families have 
increased steadily over the last three 
years; 84,676 families have one car 
and 13,283 have more than one car. 
Write to Wayne Sams, Manager of 
General Advertising, The Omaha 


W orld-Herald, Omaha, Neb. 


Sales and Travel Incentive Pro- 
grams: Information from Belnap & 
Thompson, Inc., which includes (1) 
an outline of seven steps to success in 
planning a sales incentive program— 
how to pinpoint the objective, pick 
the proper participants, time the pro- 
gram, make the prize fit the push, stir 
up and keep up interest, check off to 
get off right; (2) ten pitfalls to avoid 
in planning a travel program; (3) 
tips on how to develop specialized 
travel promotions. Write to George 
Fehlman, Executive Vice-President, 
Belnap & Thompson, Inc., 106 S. 
Wabash Ave., Chicago 3, III. 


The Winston-Salem, N. C., Mar- 
ket: TI'wo reports issued by Winston- 
Salem Journal and Twin City Sen- 
tinel: Know Your Market and 
Standard Newspaper Data. It’s a 
market with retail sale of $360,326,- 
000—up 56% over 1948. By com- 
parison, North Carolina’s increase 
was 44%. Winston-Salem led all 
North Carolina Metropolitan Areas 
with an increase of 60% — first in 
North Carolina, 11th in the U.S 
Data include 1954 U.S. Census of 
Business—retail trade, with charts 
showing changes in the six North 
Carolina Metropolitan Areas since 
the last Census of Business; bank re- 
sources ; bank deposits ; postal receipts ; 
1955 tobacco sales; 1955 construc- 
tion; 1955 automobile registrations; 
public utilities growth. Journal and 
Sentinel ABC retail trading area; 
TV and radio stations. Write to 
Charles A. Noell, Advertising Pro- 
motion Manager, Wéinston-Salem 
Journal and Twin City Sentinel, 


Winston-Salem, N. C. 


How to Touch Live Nerves 
That Move Men to Extra Effort 


What kindles the sparks in a salesman? What brings out a 
man's latent talents? What gives him inspiration? Under- 


stand the nature of motivation, learn how to use it, and 


you'll have a happier and more productive sales force. 


BY W. J. E. CRISSY 


President, Personnel Development, Inc. 


What motivates people? 

If we can pin down an answer and 
apply it in directing our salesmen, we 
shall be utilizing one of the most 
powerful of all forces for the develop- 
ment of more efficient sales manpower. 

Perhaps we can answer the question 
by looking at it from four viewpoints. 

Let’s think of ourselves as having 
four cameras placed at four different 
angles. Let us then look at a salesman 
through each camera and see what 
makes him tick. 


Through Camera |: A look at his 
aspirations. Part of our motivation of 
each salesman who works for us stems 
from his hopes, goals and dreams. 
These may be both immediate and 
long range. They may relate to job 
activity or to leisure hours. They may 
encompass not only the salesman but 
his family as well. 

Let’s consider what characterizes 
the well motivated person. He has: 


|. Aspirations which seem potenti- 
ally achievable to him. In all his be- 
havior he is striving to do what he is 
doing a little better; he has more 
things on tap to do than there is time 
for; his time is filled. Yet these aspira- 
tions are not “blue sky” and unreal- 
istic. You and I have seen the sales- 
man who has such high aspirations 
that he has no time to work on the 
small but necessary parts of his job. 
We have also observed his opposite, 
the man who apparently has no desire 
to perform beyond his present level. 
The latter may be exemplified by some 
older salesmen who at one time aspired 
to managerial responsibilities but, not 
having made the grade in that direc- 
tion, are living out their time with the 
company. 


2. Aspirations which comprise a 
pattern. A salesman’s off-the-job hopes 
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and dreams for himself and his family 
must not conflict with his on-the-job 
aspirations. We have all met the sales- 
man whose family hopes and wishes 
were the opposite of those he could 
satisfy by staying in the sales field. 
This points up the importance of the 
salesman’s wife in any consideration 
of his motivation. 


3. Aspirations which are self-gener- 
ating. A salesman must have the abil- 
ity to go from goal to goal: each goal 
achieved begets other goals. He is 
temperamentally unsuited to selling if 
his aspirations are not self-generating ; 
beyond all else the motivated salesman 
is a self-starter. 


4. Aspirations which are flexible. 
The well motivated salesman can shift 
his sights and wishes as he goes along; 
he is not rigid. We have all seen 
salesmen who fought change even 
when the change was manifestly 
sound. This stems from a rigidity of 
personality which is unsuitable for 
successful selling. 

In summarizing our view of the 
through this 
camera, we note four characteristics: 
(1) His aspirations are realistic; (2) 
they knit together to form a pattern; 
(3) they are self-generating ; (4) they 
are flexible. 


salesman’s motivation 


Through Camera 2: A look at his 
interests. It is almost trite to point 
out that to be successful in selling as 
in any other work a person must be 
interested in what he is doing. It is 
particularly true of selling. I don’t 
believe a person can be motivated to 
sell who doesn’t get a kick out of sell- 
ing. In fact, I don’t think a person 
can sell other people unless he is 
already sold himself. If we stop to 
consider what we mean by interest in 
the job, we find it relates both to 
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amount of interest and kind of inter- 
est. Let me elaborate on the latter. 
The individual who is motivated suc- 
cessfully accomplishes many activities 
each day in which he has little or no 
interest, yet he does them because they 
need to be done. This I would call 
extrinsic interest. Similarly, there are 
many activities we engage in that we 
like, in and of themselves. This | 
would call intrinsic interest. The well 
motivated salesman has far more in- 
trinsic than extrinsic interest in his 
work. The tough call is a challenge, 
not a problem. 


Through Camera 3: A look at his 
status striving. You and I and your 
salesmen and everyone else derives a 
considerable amount of motivation 
from being more, doing more, and 
seeming more in the eyes of other 
people as well as in our own eyes. The 
fellow who says, “1 don’t care what 
other people think,” really does, deep 
in his guts. Now, the worst mistake 
we can make in trying to see motiva- 
tion through this camera is to suppose 
that the symbols or indications of 
status will be entirely logical. What 
may be an important status symbol 
to one of your salesmen may seem 
ridiculous or bizarre to you. It may 
involve such things as the location of 
his desk in the sales office, the title by 
which he is known in the company, 
whether you call him by his first name 
or address him as “mister,” etc. To 
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n the background is Monsanto's new St. Louis 


‘*Business Publications help us 
keep tuned to our markets” 


says CHARLES ALLEN THOMAS, President, MONSANTO CHEMICAL COMPANY 


“Our business is so diverse,” continues Mr. 
Thomas, “that it would be impossible to keep 
abreast of shifting market needs without the help 
of business publications. Our top executives — and 
our down-the-line people, too — consider business 
publication reading a necessary routine.” 


You will find that top men like Mr. Thomas, in 
every industry use business publications as a prime 
source of information about their own industry and 
their markets. And they not only read the editorial 
content, but they also place equal weight on your 
advertising message — for there, too, they find 
valuable information that can help them in their 
business. 


1956 


That’s why business publication audiences are 
interested in your advertising message. And that’s 
why these publications are direct sales routes for 
your product or service. 


Write for list of NBP publications — see how you 
can pin-point your market through the use of these 
technical, scientific, industrial, merchandising and 
marketing magazines. 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1413 K Street, N.W., Washington 5, D.C. + STerling 3-7535 


Airport display. 


Desk Top Sound Movies for Salesmen 


The NEW MODEL C-55 MOVIE-MITE port- 
able 16mm sound projector fits compactly in 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightegt in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use. 
Price only $298.50. 

Write today! 
can tell your 
hi-fi sound 


Find out how MOVIE-MITE 
story with brilliant pictures, 


®@ Lightest in weight 
@ Lowest in cost © Smallest in size 
@ Easy on film ® Easy to use 
@ Top quality picture and sound 


THE HARWALD COMPANY, INC 


1214 CHICAGO AVENUE, EVANSTON, ILLINOIS 


needs a 


wh te hoard 


For easier selling — 
better training — 
greater meetings 


Replaces blackboard. Uses large, modern paper 
pads. This versatile ali aluminum easel is also 
equipped for large cardboard charts or turn- 
over charts. Strong yet light in weight. Folds 
in a jiffy for easy portability or storage. 
Thousands in use by big business—everywhere. 
Other models available. 


Write for free 16-page Illustrated catalog. 


ORAVISUAL COMPANY, INC. 


Factory—Box 609, Sta. A at Sn Fla. 
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make matters worse, what may be a 
potent symbol of status to one sales- 
man may have no value in motivating 
another salesman. The sales manager 
must know his men well enough to 
recognize which symbols count for 
each man. The well motivated sales- 
man as seen through this camera is the 
man who believes that people around 
him are according him roughly the 
amount of status he feels is due him. 
Thus, an older salesman, generally 
speaking, expects more deference than 
the tyro. Yet you may know an older 
salesman who rebels at any privilege 
accorded his years. One of the sticky 
problems sales managers have to face 
is the assumption older salesmen so 
often make, that expertness comes 
from living so long. 


Through Camera 4: A look at his 
value pe atthe saree It may be a new 
concept for you to think of your com- 
pany’s personality and your sales de- 
partment’s personality but, as a psy- 
chologist, I must insist that every 
group has a personality just as surely 
as each individual has. The woof of 
which either a group or individual 
personality is woven is what we com- 
monly call values—good-bad, beauti- 
ful-ugly, right-wrong, etc. At worst, 
if the salesman is to be motivated, he 
must see in the company personality 
and in the sales department personality 
no serious conflict with his own. He 
must see the company and department 
standing for what he stands for. At 
best, he must see his own life values 
enhanced and strengthened by the 
values reflected in the sales depart- 
ment and company. 


Two Factors 


Now we may ask what evidence of 
company and department values mean 
most to the individual salesman work- 
ing for us? I think two loom far 
above any others: (1) The stated 
policies by which the company does 
business and (2) the example of be- 
havior observed in members of man- 
agement. If the salesman is aware of 
the company’s policies and sees ex- 
pressed there business conduct in line 
with usual standards of mores and 
morals, and if he himself is a person 
of character, he views his company as 
a good place to work and is proud to 
represent it. Similarly, if the salesman 
sizes up the members of management 
as fair dealing and honest, and if he 
himself is that way, he is apt to be 
well motivated. On the other hand, 
deviations from standards he finds per- 
sonally acceptable—in company poli- 
cies or management practices—will be 
a great deterrent to purposeful effort 
on his part. 


In summary, if we are to answer, 
“What makes people tick?” we must 
say that there is a complex of factors 
involving their aspirations, their inter- 
ests in their work, their status striving 
and, by no means least, the oppor- 
tunity they see to enhance and extend 
the values they live by. 


Individuals Differ 


Implicit in our discussion is the 
need to understand each salesman as 
an individual, for no two individuals 
are alike. We may ask what, more 
specifically, can I as sales manager do 
to increase the motivation of salesmen 
working for me? 


1. Make sure that you and your 
salesmen understand what is expected 
of them. In essence this means having 
an up-to-date, communicable, agreed- 
on description of the selling job to be 
done. 


2. Make systematic appraisals of 
each salesman’s performance and en- 
courage him to size up himself. Trans- 
late your knowledge of each man’s 
talents into suggestions for his im- 
provement. In essence, this means 
that a systematic personnel appraisal 
and development program is an im- 
portant step toward motivating sales- 
men and sales supervisors. 


3. Be a continuing and systematic 
student of each man’s motivations. In 
this connection the guidance provided 
in the NSE publication ‘‘How to Get 
Others to Do More. . . and Enjoy 
It” will be helpful to you. 


4. Try within administrative limits 
to enlarge psychologically each man’s 
sales position. For instance, the older 
salesman who may seem to be slowing 
up may get renewed vigor if he is 
asked to become a missionary salesman 
or a trainer of new salesmen. 


5. Provide a wide enough reper- 
toire of symbols of status for salesmen 
so that each one finds some which are 
meaningful to him. For instance, you 
might consider whether the title by 
which your salesmen are known is 
the best one. There may be a con- 
siderable difference in status value in 
calling the salesman a “professional 
representative.” 


6. Be a sympathetic, willing lis- 
tener. If your salesmen feel their 
gripes can be poured out to you in 
confidence, there will be fewer and 
smaller problems in their work per- 
formance. 


7. Be aware of changes in the stam- 
ina of each man and within admin- 
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istrative limits modify what is ex- 
pected in accordance with the indi- 
vidual’s ability to deliver. 

I would like to list some of the 
things sales managers do which impair 
or lessen the motivation of people 
working for them: 


1. Sudden change: It isnot the 
size of a change which upsets a person 
it is the suddenness with which ‘t 
sprung on him. Too many meml 
of management, as a matter of expr 
diency, shift signals on their sales 
forces without forewarning. 


2. Breakdown in communications: 
Everyone likes to feel that he is get 
ting the word. Sometimes salesmen 
discover through their customers and 
prospects w hat they should have 
learned through their supervisors. One 
of the worst experiences a salesman 
can have is to be scooped by one oft 
his customers on company plans o1 
company products. 


3. Failure to indicate "why": Unde: 
the duress of having much to do and 
little time to do it in, managers some 
times fail to indicate the reasoning 
underlying directives and orders and 
then are amazed at the salesmen’s lack 
of enthusiasm for following such un- 
explained orders. 


4. Failure to define clearly what is 
expected: There should be a common 
understanding between the salesman 
and his supervisor as to just what is 
involved in the selling job. Even 
when job descriptions exist, executives 
sometimes fail to review them peri- 
odically to keep them in line with 
changing marketing conditions and 
other variables. 


5. Failure to let each man know 
where he stands: Everyone wants to 
know how he is doing and too often 
the executive, if he does talk to the 
man about his work, cites only the 
things he is doing wrong, not the 
many things he is doing well. 


6. Doing it for the salesman: Any 
time a member of sales management 
steps in and does the job for the sales- 
man he is blameworthy, for he impairs 
the man’s development. 


7. Personal example: The supervi- 
sor or manager must exemplify in his 
own behavior a purposefulness if he 
expects to motivate those working for 
him. As sales managers we cannot 
afford to say: “Do as I say, not as I 
do.” Our own lives must be models 
for our salesmen to follow. The End 
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Put your sales catalog in 
this picture . . . put it 
in a Binder by Burkhardt. 
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That’s what you get with B83 U be K ei A Fe D T 


RING BINDERS 

Lowincost, widely usable. Covers 
stiff or flexible, any materiai, 
plain or custom decorated. 


PRONG BINDERS 

Open flat for complete visibility. 
Easy to use, durably constructed. 
Available in all popular sizes. 


POST BINDERS 

Ideal for BIG catalogs. Many 
styles and sizes available from 
stock. Capacities from 4%" up. 


RING BINDERS! 


You'll be amazed, in fact, at the order pulling power a Burk- 
hardt Ring Binder adds to your sales catalog. And small wonder! 
Burkhardt covers . . . in any material, plain or distinctively 
decorated . . . have an impressiveness, a sales-appeal that com- 
pels customers to reach for your catalog. What's more, Burk- 
hardt Ring Binders are efficient and easy to use. Because top 
quality metals provide greater sheet holding surfaces, perfect 
alignment, and smooth, positive action for the lifetime of the 
binder. Burkhardt offers a wide range of styles and sizes to 
choose from, too. You can have 3 rings or as many as 7 in standard 
metals and up to 14 rings in special sizes from 44” through 2” 

. with or without finger-tip openers. Yes, you name it in a 
ring binder, Burkhardt has it . . . in any quantity, at a price 
that’s right! Write Burkhardt today! 


THE 
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545 WEST LARNED © DETROIT 26, MICH. 


**Binders to American Business Since 1911"* 
REPRESENTATIVES IN PRINCIPAL CITIES COAST-TO-COAST 
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James Wahifeld, Wahi- M. 3. Fehlings, Vice- R. R. Maylone, Pres., John P. Ashton, Pres., Don L. Davis, Pres., | Larry Wheeler, Exec. V. 
feld ManufacturingCo., Pres., Cape Supply Co., Saltpoint Supply Corp., AshtonWholesaleServ., AetnaPlywood&Veneer  P., Hardware Products 
Peoria, Illinois. Cape Girardeau, Mo. Syracuse 8, N. Y. Des Moines, lowa. Co., Chicago, Ill. Co., Sterling, Ill. 


al ’ ra a 
Ralph A. Pauley, Mgr., H. M. Dooley, Pres., M. L. McCreery, V. P., John G. O'Malley, Jr., H. W. Sparks, Pres., Charles Folsom, Pres., 
DaytonSash &DoorCo., DooleyDistributingCo., Michigan Wholesalers, Gen. Manager, Malico Lumberyard Supply Bass & Company, Inc., 
Dayton, Ohio. Saginaw, Michigan. Inc., Jackson, Mich. Distributors, Phoenix Co., St. Louis, Mo. Hopkinsville, Ky. 
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Ask these Building Material 


how BUILDING 
if 7 | advertisers 


Carl D. Brehm, Wilbur 
Warehouse & SalesCo., 
West Allis, Wisconsin. 


C. L. Johnston, Nichols F. 0. Schaefer, Pres., G. N. Youngquist, Mott Norman Herr, Pres., P. C. Buffum, Johnson J. J. Buettner, United 
Wire & Aluminum Co., CentralWoodwork, Inc., Bros. Company, Rock- Bayonne Steel Products Building Materials, Home Products, Inc., 
Davenport, lowa. Memphis, Tennessee. ford, Illinois. Co., Newark, N. J. Manchester, N. H. East Paterson, N. J 


P) 
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C. H. Bowlby, Pres., L. G. Riecke, Tulane J. F. Donahue, Chm., A. P. Fisher, Pres., C. A. Haag, Manager, Leonard Miller, Sec. 
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Ohio Valley Plywood Hardwood Lumber Co., Great Lakes Dist. Corp., Wholesale Service Sup- Builders Supply Co., OmahaHardwood Lum. 
Co., Cincinnati, Ohio. Inc., New Orleans, La. South Bend, Indiana. ply Corp., Albany, N.Y. Springfield, Illinois. ber Co., Omaha, Neb. 
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W. N. Fry, Jr., Pres., 
Fischer Lime & Cement 


T. R. Armstrong, Vice- 
Pres., Huttig Sash & 


W. L. Shea, Gen. Mgr., 
Build. Material Whole- 
salers Inc., Boston. 
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A. J. Jordan, . Pres. 
Jordan Millwork Co., 
Sioux Falls, S. D. 


Eldon P. Reising, Pres., 
Indiana Wholesalers, 
Inc., Evansville, Ind. 


H.F.Heying, President, 
TimberlineiInc., Kansas 


Co., Memphis, Tenn. DoorCo., St. Louis, Mo. City, Missouri. 
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C. L. Fenner, V. P., Mo- 
hawk Bldg. Materials 
Corp., Rensselaer, N.Y. 


Ben L. Johnston, Gulf 
States Plywood Co., 
New Orleans, La. 


L. P. Klug, Manager, 
Reserve Lumber Co., 
Cleveland, Ohio. 


A. E. Lundgren, Lund- 
gren Dealers Supply, 
Inc., Tacoma, Wash. 


S. N. Havlik, Pres., E. E. Hively, Pres., 
Wisconsin Wholesalers, Material Supply Co., 
Inc., Green Bay, Wis. Springfield, Illinois. 


Wholesalers 
SUPPLY NEWS-keeps 
close to their customers 


Albert Hersh, Industrial 
Plywood Co., Jamaica, 
' . New York. 


Wholesalers are on the “‘firing line”. They know the power 
of trade paper advertising. They know the importance of 
advertising in the industry publication that does the most 
to help them and their dealer customers. 


HERE’S WHY WHOLESALERS PREFER BSN: Wholesalers live 
with their dealer customers. They single out BSN as the pre- 
ferred lumber and building material dealer publication for 
many reasons: Men like those pictured, say they see BSN in 
every dealer’s office they go into. Others point to the added 
prestige accorded products advertised in Bsn. Moreover, 
they—and their dealer customers alike—consistently 
report profitable results from regularly reading BSN’s mer- 
chandising-packed pages. 


Ask any of these wholesalers. Write them. Phone them. 
They'll tell you that BsN helps its advertisers—and helps 
them—- keep close to their customers. WHOLESALERS, TOO, 
PREFER BSN. 


BUILDING SUPPLY NEWS 


5 South Wabash Avenue, Chicago 3, Illinois 
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Speakers 
Bureal 


of Weirton Stee 


Weirton Finds P-R Dividends 
In Company Speckers Bureau 


Object of this organized plan for making company men 
available for platform appearances before all kinds of 
business and social groups is to deepen public understand- 
ing of Weirton Steel Co, and the entire steel industry. 


“Good public relations on all levels, 
national as well as local, is one of the 
necessary foundation blocks in build- 
ing and maintaining a solid sales pro- 
gram.” 

So says Lee D. Brueckel, vice-presi- 
dent in charge of sales, Weirton Steel 
Co., in commenting on Weirton’s 
latest public relations service, a 
Speakers Bureau. Weirton is a divi- 
sion of National Steel Corp. 

Major reason for forming the 
Weirton Speakers Bureau was to pro- 
mote better public understanding of 
both the company and the steel in- 
dustry of which it is a part. Another 
was the frequency of requests from 
civic, fraternal, service, religious and 
other organizations: “We would like 
to know more about Weirton Steel. 
Can you send a speaker to our next 
meeting?” 

Results of a survey by Opinion Re- 
search Corp., Princeton, N.J., indi- 
cated that the public was not ade- 
quately informed about the steel in- 
dustry. The survey reached a cross 
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BY RICHARD N. PAULL 


Administrator, Speakers Bureau 
Weirton Steel Co. 


section of people in 14 steel-producing 
areas. Questions covered steel com- 
pany profits, safety, working condi- 
tions, the labor situation, wages. Fa- 
vorable opinions were registered in 
many cases; in all cases opinions had 
improved since a similar survey in 
1946. But there were still areas of 
public misunderstanding. 

For example, many said that the 
steel industry was a dangerous place 
to work. According to National 
Safety Council figures,'a man em- 
ployed in the steel industry is 14 times 
safer on his job than he is in his own 
home. 


Weirton President E. O. Burgham. 


requested the publications and pub- 
licity division of the Industrial Re- 
lations Department to organize the 
Speakers Bureau. He named three 
committees: a planning board, a man- 
agement committee, and an editorial 
group. 

The .planning board amended a 
master plan for the bureau developed 
by publications and publicity person- 


nel. The plan included a publicity 
program, schedule of appearances by 
bureau members, training, administra- 
tion and costs. 

The plan limited Speakers Bureau 
services for the first year to an area 
within a 30-mile radius of the plant: 
a heavily populated area (almost a 
half million people), it provided an 
excellent test area for the program. 
It was agreed to expand the area if 
results of the first year’s operation 
warranted. 

The master plan, after endorsement 
by the planning board, was submitted 
to the management committee for ap- 
proval. This committee included 
Burgham, Brueckel ; Charles E. Carr, 
vice-president, operations; John D. 
Ubinger, director, public relations, 
National Steel; John A. Jones, di- 
rector, publications and publicity, and 
Allen K. Heydrick, director, educa- 
tion and training, National Steel. 

After the master plan had been ap- 
proved by the management commit- 
tee, the planning board analyzed 
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speaker requests, reviewed points 
brought out by the survey and from 
this information chose subjects for 
bureau members to cover in speeches. 
The list included safety, raw mate- 
rials, economics, employe benefits, tin- 
plate, time study, engineering, trans- 
portation, quality control, labor rela- 
tions, publications, public relations 
and human relations. 

Next step was to match speech sub 
jects with bureau members-to-be. ‘The 
final roster included both wage-earn- 
ers and management personnel, chosen 
for their interest in public speaking, 
basic knowledge of subject, and when- 
ever possible, previous speech training. 
Each member was asked to do as much 
research on his subject as possible be- 
fore the first formal meeting in Sep- 
tember. 

During that meeting the entire 
master plan was discussed in detail 
and the men asked to develop outlines 
of their talks to be completed in about 
10 days, date of the second Speakers 
Bureau meeting. 

As outlines were finished, they were 
forwarded to the editorial group for 
editing, then to the management com- 
mittee for approval. Complete manu- 


- oe 


scripts were later submitted to the edi- 
torial group and management com- 
mittee, then sent to the education and 
training department where approp- 
riate visual aids were added. 

At first the visual aids were 
roughed-out by education and training 
and used during practice sessions. 

“At this point,” Brueckel recalls, 
“costs again were discussed by the 
planning board and management com- 
mittee. ‘he potential public relations 
value of the program led Burgham 
co feel that the cost would be more 
than justified.” 

Following the meeting on cost, 10 
four-hour speech training 
were conducted by Prof. Joseph Bali 
of the University of Pittsburgh’s 
Speech Department. 

Private coaching was given to each 
man for the first few weeks. Later 
there were small-group sessions fol 
lowed by meetings of entire group. 

On “graduation day” the Speakers 
Bureau members put on a “dress re- 
hearsal” for the editorial group, man- 
agement committee and planning 
board. Each man presented a five- to 
10-minute segment of his speech, using 
as manv visual aids as_ possible. 


sessions 


DRESS REHEARSAL of Speakers 
Bureau members preceded their actual 
public appearances. Among those who 
gave segments of their talks before a 
joint committee were (seated, left to 
right): Cecil B. Dodd, “The Human 
Side of Steel”; D. P. Robertson, “Qual- 
ity Control in Steelmaking”; Edward 
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T. Dickey, “A Small Boy and a Small 
Coin”; James Ashbridge, “You 
Shouldn’t Have Stayed at Home”; 
James Porter, “The 3-R’s of Steel 
Transportation”; Alex Baird, “Raw 
Materials, Blast Furnaces and Dinner 
with a Lady”; James D. O’Roark, 
“From Mind to Matter”; Earl J. Mox- 


Weirton management then placed its 
final “seal of approval” on the 
Speakers Bureau. 

Announcement of the launching of 
the service was given full publicity. 
This included newspaper, radio, tele- 
vision, and direct mail coverage and 
a spread in the Employes Bulletin. A 
12-page brochure describing the oper- 
ation of the bureau with a picture of 
each member and a short resume of 
his speech was mailed to club presi- 
dents and program chairmen of o1 
ganizations within a 30-mile radius of 
Weirton. 

Requests for speakers began to come 
in just two days after the first an- 
nouncement. During the first six 
weeks over 30 speeches were made to 
nearly 3,000 people. 

With the assistance of a full-time 
secretary employed exclusively for 
Speakers Bureau work, requests for 
speakers are acknowledged and proc- 
essed, speakers contacted and sched- 
uled, publicity arranged, and a de- 
tailed monthly report on bureau ac- 
tivities prepared. It is general publicity 
practice to “cover” every appearance 
by a speaker with advance and follow 


up news releases. The End 


ley, “Time to Study Time Study.” 
Standing, left to right, Samuel S. 
Johnston, “Tinplate—A Magic Carpet 
to the Ends of the Earth”; Prof. 
Joseph Ball, University of Pittsburgh, 
who coached the group in speaking, 
and Richard N. Paull the author, now 
administrator of the Speakers Bureau. 
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KIDNA 


Official Washington first learned the 


The 5 Russian seamen who —— But one man smelled a rat— Leon Vol- Having quizzed their fel- Immediately the Senate Internal 
had requested and re-_ kov, former Soviet air force colonel and low crewmen still here, Security subcommittee launched 
ceived political asylum for three years Newsweek’s Russian af- their friends and even a__an investigation, inspired by the 
here appeared to have re- fairs expert. He’d reported in Newsweek fiancée, Newsweek on disclosure. Newsweek (on table 
canted when they en-_ at Christmas that the expatriates (quite April 18 broke the story above) was used asa guide during 
planed at New York for happy, above) were being pressured to that the five had been ter- the examination of witnesses. The 
Russia on April 7... . return by top Kremlin diplomats here. rorized into going home. _ evidence was conclusive. 
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AMERICA ALSO READ THESE GREAT “NEWS FIRSTS" IN NEWSWEEK 


Eisenhower and Zhu- 
kov have been pri- 


Nixon's Decision on 
Running is up to Nixon, 
vately corresponding an President declares 
(Newsweek, April 27, (Newsweek, March 7, 
1955) ... confirmed by 1956). Confirmed by Mr. 
the President that day Eisenhower later that 
and promptly picked 2 day, and in the nation’s 
up by the newspapers. t headlines that night. 


U. S. Air Force Brainwashing of Own Men Revealed 
(N k, September 7, 1955)—subsequently featured 
by newspapers coast to coast. Acknowledged by Secre- 
tary of the Air Force Donald A. Quarles (Newsweek, 
September 14, 1955). 
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PPED! 


‘shocking truth from Newsweek and wasted no time... 


Congressional Record 


Seuate 


Newsweek's key role was 
read into the Congres- 
sional Record on April 19, 
and the State Dept. ef- 
fected the dismissal of two 
Soviet U.N. delegates, in- 
volved in the kidnapping. 


Senators Welker and Jenner 
of the subcommittee asked for 
the expulsion of Arkady So- 
bolev (above), chief Russian 
delegate to the U.N., named 
by Newsweek as the arch- 
kidnapper. 


And Volkov, member of News- 
week’s accomplished Washing- 


ton Bureau, was commended by 
the subcommittee chairman .. . 
with assurances that the loop- 
holes which made the kidnap- 
ping possible would be plugged. 


From Washington, D. C. to Washington State, America’s 
key people read Newsweek because it provides a unique 
and vital news service which itself “makes news.” 
Newsweek gives the news and its significance — probes 
‘the underlying forces and people; and from this enlightened 
vantage point, estimates the most likely outcome. 
This has drawn to Newsweek a circulation of more than one million, 
concentrated in Business, Industry and Government. 
By any measurement, America’s most significant million. 


Se ee ee ere 
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The foregoing case history is one ex- 
ample from one issue of Newsweek, 
revealing why this magazine com- 
mands top respect among the key 
government people in the nation’s 
capital—and in the influence and de- 
cision echelons of all American life. 


Serving 
America's 
Most 
Significant 
Million 


THE HUMAN SIDE BY HARRY WOODWARD 


“90 


Strictly for show, is the antenna on the rear of this car. It’s part of a 


trend and a business. 


The Falsie Manufacturer: 
His Product Goes on Cars 


Falsies are not limited to aggran- 
dizement of the female torso. Houses 
have them—and so do automobiles. 
Falsies for houses and cars add no 
curves, but they do put up false 
fronts. They are the antennas that 
suggest—but don’t connect—televis- 
ion, radio and short wave telephones. 

An expert on falsies for home and 
car (his company is among the three 
largest producers of TV and auto 
radio antennas, Ben Snyder says non- 
functioning antennas are installed for 
the same reasons that bosoms are 
padded. “People don’t want to appear 
to have less of anything than their 
neighbors. With youngsters, they 
want to look like they have more.” 

Ben Snyder, president, Snyder 
Manufacturing Co., Philadelphia, 
still calls the ability to predetermine 
buying fads intuition, but in reality 
his intuition is a result of uncanny 
analysis of motivation. “Intuition” 
has made this 25-year-old company in- 
crease its sales by 30% in the past 
two years. “We expect a 20% in- 
crease this year over 1955,” says 
Snyder. 

By intuition Snyder means watch- 
ing how people act and buy, then 
designing a product which will coin- 
cide with their emotional wants. 


46 


Latest of these ‘emotional satisfiers” 
are non-operative antennas to resemble 
those used in short wave transmission 
from a car. Over 12% of the auto 
antennas you see today, says Snyder, 
do not work. A growing part of that 
12% are the short wave type. “Kids 
like to dress up their cars to resemble 
pelice cars. Many of the hotrods with 
ostentatious antennas couldn’t afford 
a car radio,” says Snyder. 

For every 100 homes with visible 
rooftop antennas, seven are “phonies.” 
This bit of “false front” is disappear- 
ing, however, says Snyder. The large 
array on the roof is no longer the 
symbol of success that it once was. 

Trend today is for antennas to 
come indoors, and Ben Snyder’s in- 
tuition says tomorrow’s antenna will 
be a piece of furniture as well as an 
electronic component. Several artfully 
designed lamps with complete elec- 
tronic elements for TV reception are 
being tested in four Snyder plants. 

“In most metropolitan areas,’ 
Snyder points out, “roof antennas are 
not necessary. Indoor types are now 
made sufficiently powerful to assure 
excellent reception.” 

Now that rabbit-ear designs for in- 
door antennas are giving way to fur- 
nishing designs, your next TV an- 


’ 


tenna may be purchased in the fur- 
niture department instead of the “‘I'V 
and radio showroom. ‘This trend, says 
Snyder, has already started. 

Indoor antennas come in a variety 
of qualities, points out Snyder. “Most 
of our sales are on the rebound,” he 
says. “After people buy one pr two 
cheap indoor antennas and don’t get 
the reception they want, they finally 
spend a little more and buy a quality 
product such as we manufacture.”’ 

In auto antennas there are two 
trends, says Snyder. “Antennas are 
moving from front to rear deck and 
they are now produced in colors.” 
One fashion-prompted trend, two rear 
antennas, is more than fashionable. 

Iwo antennas coupled in the rear 
will give you 25% to 30% better re- 
ception in your car. I don’t know 
why antennas didn’t move to the rear 
long ago. The further they are from 
the motor, the better they perform.”’ 


Falsies—by the season 


Ben Snyder reveals that growth of 
his company has depended much on 
dual lines. TV antennas sell best in 
fali and winter while auto accessories 
move best in spring and summer. By 
pushing sales at equal levels in both 
lines, full year-round production is 
achieved. 

Sales—direct to large chains and 
through distributors to retail stores— 
depend on “‘who’s doing the buying,” 
says Snyder. “Since more and more 
women now buy automotive acces- 
sories, color has become an impor- 
tant factor. We've combined the sales 
promotion of bright color with func- 
tion. Now, for instance, a woman 
might pick out our auto jack because 
it is a bright yellow, but her husband 
will appreciate the added color to 
remind him to pick it up after chang- 
ing a tire and its visibility to on-com- 
ing cars while in use.” 

What about elimination of TV«an- 
tennas altogether, as with home radio 
antennas? ‘‘Never,” says Snyder. 
“Radio waves travel in an arc around 
the globe, but TV waves shoot right 
out in a straight line into space. You'll 
always need an extra piece of equip- 
ment to pull them in, and this equip- 
ment will be tov large for manufac- 
turers to include in receivers.” 

A good bit of Snyder’s business in 
the future will be dependent on pre- 
dicting fads. “It’s no secret how we 
have hit right so often in the past. We 
simply put ourselves in the position of 
the most likely prospects and ask our- 
selves what we would want to buy. 
It’s this mental role-play that brought 
about our falsies, “T'enna-Phony’ that 


are so popular with young drivers.” 
The End 
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Interested in upper incomes? 


Readers in families 
Everybody is! The well-to-do lend class and prestige to any with over $10,000 income 
customer list. Among its audience of 4,780,000 The News has News ........ + 300,000 


more readers in families with $10,000 and up incomes than Mirror ......... 140,000 


any other New York paper. More between $7,000 and $10,000. pee ee 190,000 
More with $5,000 a year and over. Significantly, The News Herald Tribune . 130,000 
has more in every income bracket! Also gives advertisers more Journal American . 130,000 
TUE « 0%. 6.0 4 a-8 4 3 4 ee 
World Telegram & Sun 220,000 


Source: ‘*Profile of the Millions” 
Copyright 1955 by News Syndicate Co., Inc. 


owners of stocks and bonds, homes, cars, and more college 
educated. You reach the best customers best with The News! 
We learned a lot about the market, and so can you, from the 
largest and most authoritative study ever made of newspaper 
readers in New York City and suburbs. Conducted by W. R. 
Simmons & Associates Research, Inc. the survey cost us over 
$150,000... and is worth more to you! Ask your advertising 


agency or any New York News office to show you. 


“Profile of the Millions” 


THE If NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco...3460 Wilshire Blvd., Los Angeles 
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THIS IS ONE of six “Mark-It” card file 
kits prepared by Celotex for its dis- 
tributors. Each file contains names and 
addresses of key prospects plus a check- 
list to guide distributor salesmen in 
evaluating prospects’ worth. 


How Celotex Helps Distributors 
Solve Sales Control Problems 


If your sales department has com- 
pleted a year-long cam- 
paign, yet can fret over missed po- 
tential—heed a tactic adopted by The 


ot new construction. 

“Our salesmen have a great deal 
to say about equipping existing build- 
ings with sound conditioning. It’s 


With each market category was a 
Market-of-the-Month personal sales 
analysis sheet, which gave salesmen 
an opportunity to capsule the picture 


successful 


Celotex Corporation’s Acoustical De- 
partment ( Acousti-Celotex ) , Chicago. 

Sensing a limp in its December 
1952-December 1953 ‘‘Market-of-the 


business potential they can develop 
themselves through good promotional 
salesmanship.” 

In the Market-of-the-Month pro- 


of his potential and his activity in this 
market. An envelope was included in 
each section of the manual for extra 


material the salesman himself dug up. 
The company organized a special 
direct mail program to tie in closely 


Month” promotion, Acousti-Celotex 
reviewed the operation, found the 
hitch in the distributor phase. The 


motion Celotex picked one existing- 
building market at a time, directed 
all possible sales training and promo- with the Market-of-the-Month sched- 
company’s 55 distributors had been tion at that market. Distributor sales- ule. It had two purposes: 
sent names of prospects with a re- men can sell Acousti-Celotex products 1. To get inquiries and to precon- 
quest to copy them and give each for almost. any kind of ' building— dition prospects. These mailings went 
salesman a list for his territory. school, office, hospital, restaurant, to every market before sales calls were 
Says Robert M. Johnson, in charge church, factory, hotel, bank, store, made. Subsequent inquiries helped to 
of sales promotion, Acoustical De- theater, recreation areas. stimulate calls. 
partment: ‘““That was asking a lot of The salesmen must give constant 2. To impress salesmen with the 
the distributor sales manager. It was attention to specific application of important sales points in each field. 
the weak spot in our plan. We asked Acousti-Celotex sound An outside house publication ‘The 
ourselves, ‘Why not take the same list, for each type of prospect. Quiet Forum” carried articles which 
or a better one, and put the names were used as reprints in the direct 
on special printed cards?? We came mail program for salesmen as well as 
up with a ‘Mark-It prospects. 
Cards.’ They were in different colors Direct mail was tailored for 70 
and divided into sections for each of different distributors’ lists in each 
our six markets. In front of each stack market. Each letter was on the indi- 
were control cards. All the distribu- vidual distributor’s letterhead with 
tors had to do was pass out the col- trends in his business or profession, his signature, and was handled 
ored cards to their salesmen and, his current administrative problems, through a Chicago mailing house that 
when the cards were returned, mark and his buying motives. It was pointed sent the letters back to the local post- 
results of sales calls on the control out that the reasons people buy sound master for postmarking. Three let- 
cards. ‘Thus we found a way to conditioning are basically the reasons ters going out for each of the six 
strengthen and continue our Market- they buy any product for their busi- markets during the year meant a to- 
of-the-Month promotion.” ness or tal of 1,260 separate mailings from 
Celotex and its acoustical distribu- 70 different post offices. The distri- 
tors have two distinct sales problems butors paid for the direct mail but 
—selling to new construction and these 1,260 mailings cost them far 
selling to existing buildings. less than would their own program. 
“We still have a big potential in In addition to advertising in Time, 
existing buildings,” Johnson com Newsweek, U. S. News & World 
ments, “although we always look to Report, and The Saturday Evening 
new buildings for a substantial part hospitals, schools and colleges, restau- Post, Celotex advertises its acoustical 
of our volume. This business is es- rants and hotels, banks, stores and materials in architectural magazines 
sential. It gives us a degree of free office buildings. A special binder was and 30 other vertical business and 
dom from the local ups and downs provided at the start of the program. publications. “During 


conditioning 


. Reasons for Buying 
series Of SIX 


Each market report was released 
to the salesmen at two-month inter- 
vals and was planned to give them an 
insight into the buyer’s point of view 


institution: to meet current 
administrative needs and _ problems. 
“Only the salesman who is aware of 
these conditions will be able to do a 
constructive, intelligent job of sales 
and service with the prospect,” says 
Johnson. During the first year these 
reports covered the major markets of 


institutional 
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direct-selling exhibits 
—a Gardner specialty! 


Ever question the sales value of exhibit- 
ing? We have plenty of evidence that 
exhibits built the Gardner way are 
sparking the interest that makes sales 
rise. The above clipping regarding the 
Machine Tool Show is true, although 
paraphrased for brevity. 


GARDNER 
DISPLAYS 


PITTSBURGH 13, PA., 477 Melwood St., MAyflower 1-9443 
DETROIT 26, MICH , 810 Book Tower Bldg., WOodward 2-3557 
CHICAGO 8, ILL., 1937 W. Hastings St., TAylor 9-6600 

NEW YORK 17,N. Y., 41 East 42nd St., VAnderbilt 6-2621 


World’s Largest Designers and Builders of 

Convention and Trade Show Exhibits * Traveling Shows 
Training Aids * Models « Dioramas « Point-of- 
Purchase Displays * Expandable Display Vans « Sales 
Meetings Properties * Special Presentations 


VISIT OUR NATIONAL SHOWROOM, PENTHOUSE, 
41 EAST 42nd STREET, NEW YORK CITY 


That's reason enough to plan to ex- 
hibit. More reason to rely on Gardner 
to make sure your exhibit pays. Let 
Gardner—world's largest designers and 
builders—transform your product or 
service story into a self-selling key to 
the buyers’ needs 


n detail how Univac 
» Rexall Drug Company determine 
effective allotment of advertising 


315 Fourth Avenue, New York 


Imagine looking at a sales map and saying with certainty: 
Here is where there’s a proven potential for new outlets. 
Here is where salesmen could bring in new accounts — and we could 
transfer men from over here. 
Here is where more sales promotion would really pay off. 

And imagine basing these statements on co!d figures — reliable figures 
figures that are developed with ultra-high speed to meet today’s fast-changing 
needs. Well, it can be done. 

It’s being done. One Univac 120 user with over 10,000 franchises is run 
ning area potential analyses regularly for over 3,000 counties. Magic? 

No... electronics! The tremendous computing power of Univac 120 is 
providing them with the most detailed, economical and timely picture of 
sales opportunities they've ever had — in addition to streaking through their 
routine accounting in a fraction of the previous time and cost. 

Let us show you how the PROFIT-POWER of Univac 120 can do as 
much for you. Write for free folder TM953 . . . or call your local Remington 
Rand office today. 


IVAC® 120 


Flemington. Ftand Univac. 


DIVISION OF SPERRY RAND CORPORATION 


the Market-of-the-Month program,” 
Johnson says, “the schedules were 
planned so that heavy concentration 
of space was devoted to the market 
being spotlighted. This coordination 
between the sales and advertising 
campaigns not only benefitted both 
programs but showed the sales force 
how advertising worked closely with 
them, calling on the same people, 
using the same sales story, helping 
them on every call.” 

Salesmen read on the cover of the 
10-page Market-of-the-Month _ pro- 
gram for stores that total store ceil- 
ing area in the nation was 2,100,000,- 
QUO square feet, that current acousti- 
cal coverage totaled only 2% of that 
area, that dollar potential was $900 
million. 

The page showing the market pat 
tern dealt only with the top 2,580 
stores, state by state, each of which 
grossed over $4 million, according to 
the last census. The section headed 
“Areas for Sound Conditioning” in 
the manual listed merchandising areas, 
offices, telephone and main order de- 
partments, stock rooms and similar 
work spaces, employe facilities, restau- 
rants. The section on merchandising 
areas carried practical information: 
“In any retail business, store manage- 
ment demands two results of good 
design and furnishings—customer ap- 
peal and employe efficiency. In today’s 
thinking about what store design 
should be, noise clearly jeopardizes 


both. 


Efficiency Increased 

“Reverberant noise from conversa- 
tion, traffic, packaging, merchandise 
displays and the opening and closing 
of drawers, cabinets and other fix- 
tures tends to break down the re 
laxed, convenient atmosphere of the 
store. Sales personnel have difficulty 
in understanding orders and ques- 
tions, are more tense and tire more 
quickly. The effects of noise on them 
can contribute to three basic prob- 
lems of store management—discour- 
tesy, low sales output -per employe, 
and turnover.” 

Banks present a smaller but sub- 
stantial market for Acousti-Celotex 
products. When they were the Mar- 
ket-of-the-Month, salesmen learned 
that in the nation’s 14,672 banks there 
is a total of 69 million square feet 
of ceiling, with only 20% covered 
with acoustical material. Current dol- 
lar potential: $41 million. 

When distributor salesmen received 
their schools and colleges Market-of- 
the- Month, they learned that they had 
a big potential in the country’s 188,- 
906 schools and colleges. They were 
told that in a total practical ceiling 
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YOUR 


customers 


pha et 


customers 


f PE C Ti OR offers new distribution 


ip opportunities to 


the progressive 


FREIGHT sales manager 
TRANSPORTATION 


SERVICE 


Yes, transportation is one of the most significant, yet little un- 
derstood aspects of modern sales and distribution. Properly 
approached, properly planned and used, motor transportation 
opens new and profitable avenues heretofore considered closed 
to exploitation. 


Serving more than 5000 points in 37 states—with direct service 
to 7 of the 10 top markets of America—Spector enables you 
to reach, sell and service 77.52 per cent of the nation’s buying 
potential. Spector’s modern, versatile fleet, advanced facilities 
and methods—and expert freight distribution consultants—are 
at your disposal. Ask your traffic manager or contact your 
nearest Spector terminal for details. 


SPECTOR CUSTOMERIZED SERVICE MEANS 


Wider, Cost-Controlled Distribution Lower Factory and Branch Inventories 
Reduced Warehousing Charges Faster, Safer Deliveries 


SPECTO, FREIGHT SYSTEM, INC. 


General Offices: 3100 S. Wolcott Avenue, Chicago 8 
TERMINALS IN: 

Baltimore-Washington * Boston * Bridgeport * Chicago 
Decatur * Indianapolis * Milwaukee * Newark * New 
Britain * New York * Peoria * Philadelphia * Providence 
St. Louis * Springfield (Mass.) * Worcester 


tY 
Y 
A United States Custom 

Bonded Common Carrier 
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This twin’s daddy is reaching : 
more and more for Marlboro! : 


When Mister St. Paul hankers for a smoke, odds are get- 
ting better and better that he'll touch a maich to the filter 
tip brand bearing the name Marlboro! Among St. Paul’s men 
smokers, 16.2% prefer filtered cigarettes, and among those 
men, Marlboro’s preference rating has jumped from zero to 
15.4% in just one year, according to the 1956 St. Paul Con- 
sumer Analysis Survey. What’s the Marlboro method of win- 
ning friends? A vigorous, hard-hitting advertising campaign 
in the St. Paul Dispatch-Pioneer Press . . . the ONLY medium 
to saturate every last corner of this prosperous market. 


Filter Cigarette Brand Preference in St. Paul 
1956 1955 


. 36.9% 31.3% 
16.5 21.2 


Brand A 
Brand B 
MARLBORO ; . welre (ee 


Hankering to know how YOUR product rates with the 
146,300 people in the St. Paul “half” of the Twin Cities mar- 
ket who spend $564 million a year in retail sales? Get your 
THIS TWIN READS THE answer from the 1956 St. Paul Consumer Analysis Survey, a 
DISPATCH-PIONEER PRESS razor-sharp study revealing the buying habits and brand pref- 

erences of the people who make the Dispatch-Pioneer Press 
their buying guide. Contact your Ridder-Johns representative 
or .write, using your company letterhead, to Consumer -Analy- 


sis, Dept. D. 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO. - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


DISPATCH 


RiodDBODeER NEWSPAPER 


PIONEER PRESS 
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area of 1,500,000,000 square feet 
only 25% had acoustical covering, and 
that the current dollar potential was 
$680,000,000. 

The first Mark-It cards covered 
the hospital market. Starting Jan. 2, 
1954, the cards went out every two 
months until at the end of the year 
the distributor had a handy box of 
cards instead of a bulky book. 

To see how the card system was 
introduced to distributors, let’s pick 
up the text from the announcement 
sheet (punched for binding) : 

“To help you gain more productive 
coverage of your primary prospects, 
The Celotex Corp. in 1954 is giving 
each distributor office a series of six 
sets of Mark-It cards, together with 
a specially indexed card file cabinet 
and ‘Control Cards’ to ease filing and 
record keeping. Every card has the 
name of a potential top prospect in 
your territory, plus a brief check list 
of questions designed for your own 
use in evaluating the prospect’s 
worth, 


Helpful in Analysis 
“.» with these cards you can ana- 
lyze your past efforts and results in 
each market, determine where the cur- 
rent potential for you lies, and choose 
your group of units on which to make 
well-planned, selective promotional 
calls during the two months ear- 
marked for each market. 

“This is a follow-up plan to the 
1953 Market-of-the-Month sales pro- 
gram, requested by the majority of 
distributors. Units in the markets will 
be substantially the same as those 
highlighted in the 1953 plan, except 
that multiple markets have been sim- 
plified and new, up-to-date and more 
complete lists are being provided by 
Celotex. A supply of extra, blank 
cards will be sent to you for each 
market to take care of additional 
names you may wish to add. 

“Here is your chance to follow up 
on calls you made in 1953. Here is 
your chance to take a well-calculated 
swing at the top prospects you didn’t 
hit in °53, to bring you more of what 
will always be the best business; the 
existing-building accounts with real 
repeat, continuing potential, who buy 
from you because they’re sold on you, 
and on your services and products.”’ 

The Mark-It cards work much bet- 
ter than the old prospects’ list, a 
cording to Johnson. ‘Any such sales 
help has to be useful in many unpre- 
dictable ways. ‘These cards are just 
that. 

Tying in with Mark-It cards, mar- 
ket by market, is a sales newsletter 
called “Sound Selling.” It includes 
comments and success stories of sales 
in market being promoted. The End 
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no.1 specialist 
in local moving! 


= 7am, | 


Prompt service from the nation’s largest FREE Booklet to help you plan your next 
moving organization is assured you by move. Get your copy of “Before You 
more than 2200 modern Allied vans and Move” from your local Allied Agent. See 
by expertly trained drivers serving you classified telephone directory. Or write 
throughout the U.S.A. and in Canada. Allied Van Lines, Inc., Broadview, Ill. 


ALLIED VAN LINES « WORLD’S LARGEST LONG-DISTANCE MOVERS 
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CCTOBER 1955 ARCHITECTURAL RECORD 


LE CORBUSIER'S NOTRE DAME DU HAUT AT RONCHAMP 


Te a Snstilule of Apche ab 
Archilectureed Journalism Sdanreds (955 
First Uerard Class 6 


Nholographer> Rene Bewrrr 
Labbishedd by Mlechelectaral Keceret: 


The American Institute of Architects has 
presented to Architectural Record both First 
Awards for which architectural magazines were 
eligible in its Third Annual Architectural 
Journalism Competition. 


Architectural Record has now won five out of 
six possible top awards in editorial competitions 
sponsored by the A.I.A.—the professional 
organization preeminently representing the 
audience for which all architectural 


magazines are edited. 


top awards go to 
American Institute 


THE MEANING OF 


REGIONALISM IN AR 


Aechibecloaread, focrmalam tarards (955 
First Uward Class 3 


Nhedbor- 7 ; * Bellasehé 
Bblisthed. 4 Orchulectaral Recerd 


The significance of these awards—made by 


architects judging the merits of architectural 


journalism—will not escape building product 
advertisers who-seek to rate architectural 


magazines on the basis of readership 


ARCHITECTURAL RECORD in 
of Architects’ Journalism competition 


5 out of 6 Awards by the American 


Institute of Architects bespeak the editorial values of 


Architectural Record 


© 


The bmerican Snslilale of pchalecls 
Aroheleclaral Jowrnalaon Savard, (IE 
Finst Shward- Class 5 
«Gabor Sours Maamford 
eb ishea' by Architectural Record, 


Gr S—r ~~ Gry Sage 


FIRST 

AWARD 1955 

“Best article in a 
professional architectural 


magazine 


Additional editorial reasons why year after year (and again 
in 1956) more building product manufacturers and their 
advertising agencies are placing more pages of advertisin 
in Architectural Record than in any otee sniietend 
magazine: 


1 A total of 36 awards for editorial 
excellence—a record for architectural magazines. 


Editorial content timed and balanced with 

the aid of Dodge Reports of building planning 
activity to be of top value to architects and 
engineers in terms of the work on their boards. 


3 Most editorial pages in the field— 
with every page edited specifically for architects 
and engineers. 


Steady preference of architects and engineers 
for Rabneeel Record as shown by 84 out 
of 91 readership studies sponsored by 
building product manufacturers and 
advertising agencies. 


0 


Te Apporican Saslilule of pahibacts 
ychabaclorad Jerrralisor Searareds (953 
Frust twwrd- Class 3 
SAptioles a profsinal 
archilecleral a” ie 
:Gulhor-Seelro lesche 
eblished by Archelecteral ecord 


Se ate i 


Again in 1956, your architectural advertising is 
most productive when addressed directly to archi- 
tects and engineers in the one magazine edited 
specifically for architects and engineers— Archi- 
tectural Record. 


Architectural Record 


F.W. 

a 3 “tworkbook of the active 
1 architect and engineer” 
CORPORATION 


119 West 40th Street - New York 18, N. Y. 
OXford 5-3000 


What Industry Publicity Can Do 
To Improve the Climate for Sales 


The Galvanized Ware Manufacturers’ Council members 
pool funds to reveal to the public the importance of their 
products to public health and safety. Then each ties in with 
his own brand promotion and sales effort. Result: Bigger 
market potential for everybody, expanding sales volume. 


Even the lowly garbage can can 
benefit from the application of cre- 
ative sales imagination. 

Reliable estimates show that sales 
of garbage cans, ash cans and pails 
have nearly doubled as a result of a 
cooperative public relations program 
which provided a wider and more re- 
sponsive market for the companies in- 
volved. 

Thirteen companies banded  to- 
gether in the Galvanized Ware Man- 
ufacturers’ Council* are in the ninth 
year of sponsorship of a grass roots 
public education program designed to 
stress the close relationship between 
garbage and rubbish disposal and pub- 
lic health and safety. Through it they 
have been able to accomplish objec- 
tives which none, alone, could have 
achieved. 

The program was initiated in 1947 
at the suggestion of the trade associ- 
ation’s executives, Hunter-Thomas 
Associates, Cleveland, and has been 
conducted by Lawrence H. Selz Or- 
ganization, Inc., Chicago public re- 
lations firm. 

Although galvanized ware sales 
figures of the individual companies are 
not published, since many of these 
firms make other types of products, 
industry percentage shipment figures 
on ash cans, garbage containers and 
similar products reflect the sales ef 
fectiveness of the “rapid pace of heavy 
communications with the American 
public.” 

From the beginning the public re 
lations plan revolved around contacts 
with people who are centers of in 
fluence in health and safety, 
opening of many channels of 


and the 
commu 


*Members: Atlantic Stamping Co., Cin 
cinnati Galvanizing Co., Crunden Martin 
Mfg. Co., Dover Stamping Co., General 
Metalware Co., Jones & Laughlin Steel 
Corp., The F. H. Lawson Co., The Lisk 
Savory Corp., Reeves Steel & Manufac- 
turing Co., Rochester Can Co., Schlueter 
Mfg. Co., Wheeling Corrugating Co., and 
The Witt Cornice Co. 
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nication to the general public. It 
was felt that each company partici- 
pating should promote its own brand 
as it chose. Company advertising, the 
reasoning went, would almost surely 
improve its effectiveness ratio when 
it meshed with a constructive public 
relations effort. And that’s the way 
the plan worked out. 

When the program began to ma- 
terialize in 1947, Larry Selz, presi- 
dent of the public relations firm, and 
Lee Seabolt, one of his senior account 
executives were presented with the 
problem of glamorizing garbage cans. 
They came up with a campaign which 
began with consumer publicity and 
trade product publicity and paved the 
way for intensive work with home 
economists, school teachers, health and 
fire departments. 

The program got- off the ground 
without fanfare, but started to show 
results almost immediately. The Selz 
Organization’s home economists de- 
veloped a wide variety of subjects for 


publicity pictures and stories. 

They found, for example, that it is 
easier to wash walls with two (gal- 
vanized steel) pails than one. Idea: 
Put soapy water in one pail, rinse 
water in the other. Then the house- 
wife need not interrupt her work to 
run to the kitchen sink for more 
water before the job is done. yom 
was created the desire, or need, 
another pail. This and other ea 
themes were widely publicized in the 
press and on radio and television. 

The idea was exploited in a coun 
cil exhibit at a convention of the 
American Home Economics Associa- 
tion. The industry gave attending 
home economists a sample galvanized 
steel pail wrapped in a bright label 
which extolled the virtues of galva- 
nized ware. The gift pail was the hit 
of the show: The women using them 
to carry their other free samples. The 
pail became a symbol of the conven- 
tion. Several thousand were 
away. 

The same basic approach of double- 
duty is used with all other products 
in the galvanized ware line. Steel 
sprinkling cans are publicized for use 
in spraying garden weed killers. Ash 
and garbage cans are pushed as rodent- 
safe storage containers for grain and 
seed. Steel baskets are recommended 
for use in home laundries, and pails 
are promoted as fire-fighting equip- 
ment. 

Last year more than 4,000 news 


given 


(ethisVorCiny? ZANE ACTION Results! 


GALVANIZED STEEL 


CALLS FOR ACTION, such as this Galvanized Ware Council display at the 
annual meeting of the American Public Health Association, result in city-wide 


campaigns for better rat and fly control. 


With each such campaign, sales of 


galvanized garbage cans increase substantially. 
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| oe 
investigate Pi FLINT! | 


It's one of Amé@rica’s fastest growing 
communities. , 7 


It's a market that produces amazing 


results. 


@) It's a market where almost every family 

reads THE FLINT JOURNAL. 
* O 1955 Advertising Linage...34,964,608 
Circulation January 3, 1956...94,647 


COVERAGE 
of the 


FLINT MARKET i foe 


represents a 
5-mile radius. 


y 


| “TUSCOLA 


Michigan's 2nd Largest 


...in Retail Sales 


SATURATE THIS RICH, EXPANDING 
MARKET VERY ECONOMICALLY IN 


The Flint 
Journal 


OAKLAND 


LIVINGSTON | 
* Flint City and 


Retail Trading Zones. 


Michigan 
BOOTH NEWSPAPERS 


THE KALAMAZOO GAZETTE 


JACKSON CITIZEN PATRIOT THE ANN ARBOR NEW THE MUSKEGON 


LIN J JAIN 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 
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Oravisual 

all- -PUTPOSe 
portable 
Whiteboard 
easel i 


Model A302 


| stories and pictures appeared in news- 


papers; many consumer and _ business 
magazines carried features on galva- 
nized ware; 845 radio stations broad- 
cast scripts supplied by the council 
and 184 TV stations used scripts and 
pictures on their daytime homemake1 
programs. 

Individual companies of the coun- 
cil support these selling themes in 
their own advertising and merchandis- 
ing programs. Today hardware and 
houseware dealers have selling points 
beyond the standard uses of galva- 
nized products. 

Special emphasis has been placed on 


health officers consider covered metal 
cans a primary defense against dis- 
eases carried by rats and flies. Simi- 
larly, fire departments endorse the 
use of galvanized steel ash and trash 
cans with covers, because of their fire- 
proof qualities. 

Recognizing the buttered side ot 
the bread, the council conceived a 
series of services and activities which 
directly increased consumer purchases 
of these products. 

First step, the development of a 
sanitary ordinance, approved by the 
U. S. Public Health Service, which 
specifies that householders must keep 


generating sales of galvanized steel 
ash and garbage cans. These products 
have been pushed in a program di- 
rected at consumers through their own 
health and fire departments. 

Basic knowledge was the fact that 


garbage in covered galvanized steel 
cans. This ordinance was then cir- 
culated to all cities which did not 
have such a law. Within two years, 
the law was adopted in total or in part 
by more than 200 cities throughout 


Replaces blackboard. Uses large, clean paper 
pads—which we stock. This versatile ali aluminum 
ease! is also equipped for showing turn-over charts 
or cardboard charts of almost any size. Rugged 
yet light in weight. Folds like magic for easy 
carrying or storage. 


The NCR Branch Manager's Creed 


hi : 
Many other models available. 7S ao 


Write for free catalogue. THAT all members of my organization must possess a 


A | true spirit of loyalty toward our Customers and the Com- 
ORAVISUAL COMP NY, NC. pany ... that rights and responsibilities are inseparable. 

Factory & Ceneral Offices THAT | h bilit t Itip! 
Box 609 Station A St. Petersburg, Fla. must possess the ability to multiply my own 
qesubin SE ee efforts through the selection, training and motivation of 
an organization that will insure adequate and profitable 
territory coverage. 


THAT everyone under my supervision should be ever 
mindful that “Selling is Serving” ... that true service is 
mandatory for sound and lasting customer satisfaction. 


THAT knowledge is the chief mark of today’s professional 
salesman ... but it becomes power only when organized 
and intelligently directed through practical plans for action. 


THAT each sales meeting, when effectively planned and 
administered, is an opportunity to guide and inspire indi- 
vidual self-development and resourcefulness. 


THAT the greatest assets of a Branch organization are its 
human assets ... that encouragement and development 
of these assets are both a matter of moral obligation and 
material advantage. 


THAT a growing business requires original thinking and 
creative effort in the development or new applications for 
our products ... and that | should, by my own example, 
stimulate the creative imagination of every individual in 
my Branch. 


FINGER TIP FACT FINDERS 
with BURKHARDT INDEXES 


Look at your sales catalog from your 
customer’s standpoint. Is it well organ- 
ized, easy to buy from? If not, then 
here’s the answer to your problem... 
low-cost Burkhardt Plastic Indexes! 
They give you instant, efficient finger 
tip reference . . . they're neat, attrac- 
tive, durable . . . and they’re available 
in any size, in many colors. Call or 
write Burkhardt regarding your index- 
ing requirements today! 


THAT operating goals in this Branch should be guided by 
Company policy . .. formulated to give encouragement, 
dignity and reward to those who advance Company prog- 
ress. 


THAT | must fulfill, to the best of my ability, the trust 
placed in me by my appointment as an NCR Branch 
Manager. 


—John M. Wilson 
Vice President, Sales 
National Cash Register Co. 


THE 


COMPANY 


545 West Larned « Detroit 26, Michigan 
Binders to American Business Since 1911 
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Rushin’ 
Russian | 


Russian guys and dolls (like this muscular track star) expect to run off with 
the 56 Olympits. A feature story, telling why, interested eight out of ten 
readers in a recent issue of PARADE, the Sunday magazine. 


PARADE has been setting a fast pace for a long time now—with fresh, 
on-the-spot reports that make people stop, read—and remember. It’s been 
doing so well that independent surveys show it’s the best read magazine 
in America, bar none. 


To advertisers this means twice as many readers for their dollars in 
PARADE as in the big weekday magazines. 


One thing you can bank on: to give sales a shot in the arm... 
to win friends and influence dealers . . . PARADE has what it takes. 


Parade)..The Sunday magazine section of more than 50 fine newspapers, cover- 
ing some 2660 markets... with more than fifteen million readers every week. 
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the entire country. 

To help health officers in these and 
other cities publicize their sanitary or- 
dinances, a “Rodent Control Kit” was 
prepared and distributed free of 
charge. The kit contained a variety 
of newspaper stories and radio scripts 
which health officers used locally to 
educate people on the importance of 
covered metal garbage cans. These 
publicity kits, used in 575 cities, re- 
sulted in a mass of news keyed to lo- 
cal situations. 

The council realized that writing 
laws is one thing, enforcing them an- 
other. ‘hus health departments were 


given free quantities of red gummed 
labels which department inspectors 
could use to condemn illegal and un- 
sanitary garbage containers. These are 
easily attached to oil drums, barrels, 
boxes and garbage cans without 
covers. They carry this message: 
“THIS CONTAINER IS CONDEMNED FOR 
THE USE OF GARBAGE! Garbage re- 
ceptacles must be made of galvanized 
steel or other metal which will not 
rust and can be readily cleaned ; they 
must be provided with close-fitting 
covers of the same material. (Signed) 
Department of Health.” 

Literally millions of these labels 


til you’ve seen the 


CHEllis. C reanizer® 


way to reduce your sales cost 
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See the 
World's 
Largest 
Briefcase 


It’s an OPEN and SHUT CAS 


Any iy you look at 
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ones t make or break 

utter ORGANIZER 

particular uss take { 

It’s an open and shut case of whet 


“clicks” or bogs down in disorgan 
to the Ellis ORGANIZER line 


during those critical minutes that coi 


lor more 
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See the entire ORGANIZER line while attending the NSE Con- 


vention. We may have the answer to your particular problem 


That's Booth #73. 


Write for 
literature to 


GHEllis. COMPANY, INC. 


Dept. SM 520—134 South Pennsylvania St., Indianapolis 4, Ind. 


and fly 


have been used in more than 1,300 
cities, counties and state areas in re- 
cent years. Individual shipments have 
ranged from 250,000 labels for the 
city of Chicago to 100 for the health 
department of Wahoo, Neb. Aver- 
age shipment is from one to 10,000 
labels. Most cities request a new sup- 
ply each year, so the campaign is con- 
tinuous. 

A study made in Lake Charles, 
La., in 1954, showed that hardware 
and housewares dealers there sold 
more than 6,000 garbage cans during 
a labeling campaign. More than 4,000 
cans were sold during a similar cam- 
paign at Fayetteville, N.C., last year. 
‘Thousands of garbage cans have been 
sold this way in some of the nation’s 
largest cities, such as New Orleans 
and Dallas, but it has been found 
that pinning down total count was 
virtually impossible because of the 
large number of dealers who were 
involved. 

Member companies of the Galva- 
nized Ware Council tie in with these 
labeling campaigns by notifying their 
jobbers and dealers in advance of the 
health department programs. They 
encourage their outlets to stock up 
on garbage cans to be ready to meet 
the demand when the labels begin to 
appear. 


Big Demand 

Recently three box carloads were 
shipped into a southern city by one 
of the member companies to replenish 
dealer stocks which had been ex- 
hausted by the demand created 
through the labeling campaign. 

Not only do the labels sell garbage 
cans in quantity, they play an impor- 
tant and direct role in reducing rat 
populations by encouraging 
citizens to stop feeding them by shut- 
ting off their food supplies. 

Ihe council emphasizes in its lo- 
cal-level promotion that the problem 
s immense: rodent control experts 

timate that the country has one 

every member of the human 

tion—more than 160 million. 

more than 20 diseases 

an be transmitted to man 

y destroy enough grain on the na 

s farms each year to make 20 

million loaves of bread. The dolla: 

cost of supporting rats runs into many 
millions.” 

Ihe condemnation label was so suc- 
cessful that the group followed 
through with a direct mail piece 
which health officers use to promote 
rat and fly control. 

This is a card, blank on one side 
and closely resembling a Government 
postal card. Message: “Protect your 
family’s health. Don’t feed rats and 
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flies. Rats carry rabies, plague, typhus 
and other diseases. Flies spread dys- 
entery, tuberculosis and, possibly, 
polio. Keep garbage in covered gal- 
vanized steel or other rust-resistant 
garbage cans. (Signed) Health De- 
partment.” 

Methods of distributing this card 
vary; it is supplied in quantities free 
to health officers. Some health depart- 
ments have cards delivered to homes 
by Boy Scouts; others mail them or 
have them inserted with utility bills. 
In Tucson, Ariz., last year, 50,000 
cards were mailed with statements 
of the city’s three leading banks. More 
than 1,000 cities now use the health 
notice cards. 

In addition to constant correspond- 
ence with city health departments, the 
Galvanized Ware Council maintains 
personal contacts by exhibiting at con- 
ventions of the American Public 
Health Associations. Individual com- 
panies actively support community 
cleanup campaigns through exhibits 
and other personal assistance. 

Working with health departments 
has been so effective that a similar 
program was developed for. fire de- 
partments. Focal point of the pro- 
gram: another label. It points out 
that flammable trash receptacles are 
fire hazards and should be replaced 
by covered galvanized steel ash cans. 
The message is signed, “Fire Depart- 
ment.” Currently 500 city fire de- 
partments employ the red labels to 
condemn unsafe containers, not only 
in back yards, but in institutions and 
industrial plants. 


Public Kept Informed 

Closely related to the council’s 
work with health and fire departments 
is the constant stream of information 
to newspapers, magazines and other 
media, to help the public to recog- 
nize the importance of galvanized steel 
products. 

The industry’s: promotion helps to 
condition the general public, as well 
as special publics such as the hard- 
ware dealers, for the direct sales ef- 
forts which are made by individual 
members. 

The council recently went a step 
farther and prepared a slide filmstrip 
called “Enemies of Health and 
Wealth” for the school population. 
Purpose: To build future markets for 
the industry by conditioning tomor- 
row’s customers today. 

The film includes 54 frames and 
is printed in black and white on 35- 
mm. film. It tells the story of rats 
and flies, and outlines step by step 
the measures which should be taken 
to keep them away from homes. Gal- 
vanized steel garbage cans, of course, 
play leading roles in combatting this. 
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Illustrating and describing the film- 
strip is a printed commentary. Teach- 
ers receive both the film and the com- 
mentary free of charge for their per- 
manent film libraries. This film is now 
endorsed for use in high schools by 
the National Science Teachers Asso- 
ciation. 

More than 5,000 copies of the film 
have been given to schools so far, and 
distribution is being extended to cover 
health departments throughout the 
U.S. An audierice study indicates that 
during the next five years (average 
life of a strip film) this particular 
film will be seen by at least five mil- 


lion high school and college students, 
the industry’s “customers of tomor- 
row.” 

Over-all results of the Galvanized 
Ware Manufacturers’ Council’s pub- 
lic relations efforts can be summarized 
by several spokesmen: ‘Our primary 
purpose, of course, is to keep our in- 
dustry strong from a sales and mar- 
keting viewpoint. The program is 
doing this exceptionally well. Equally 
important, though, is the fact that we 
are winning friends as well as infiu- 
encing people. It’s a happy marriage 
of major objectives that benefits 
everyone.” The End 
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our right arms... 


¢ VISUAL SALES PRESENTATIONS 
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% PROGRAMS FOR SALES MEETINGS 
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Arm! 
e FIELD SALES RESEARCH 


e Sales Training Programs from A to Z inelud- 
ing idea-absorbing audi> visual aids, filming, 
transparencies, graphics, training manuals. 


e Visual Presentations and Planned Promo- 
tion Programs based on fresh selling ideas. 


e “Tailored” Programs for your own sales 
meetings, distributor and dealer meetings 
(including scripts, visualization, artwork, 
photography). 


e Field Sales Research to uncover sales prob- 
lems, check on effectiveness of salesman’s 
approach and presentation as a basis for any 
sound sales development program. 


Hile-Damroth is a “shirtsleeve team” (in its tenth year) working toward 
increasing sales efficiency — making your sales force more effective at the 
point of call. Let us show you how we can supplement your current program 
to give you even more profitable sales. 


Send for our illustrated brochure on how to “Chart Your Course 


to More Profitable Sales” 


HILE-DAMROTH, INC., Sales Consultants 
270 Park Avenue « New York 17, New York e Plaza 5-2078 
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, RETAILERS 


EW report shows—by actual count—how re- 

tailers feel about magazine advertising (and 
what they do about it). 

Although most advertisers, very properly, di- 


la 

rect their advertising to consumers . . . they obvi- 
' ously have an interest in what their dealers think 
’ and do about the advertising. (For who is a better 

judge of consumer reaction than the retailer?) 
Many advertisers have a conviction—so strong 
hk e. and so well-founded that it’s practically a cer- 

o i 
“ese 


Here are some important results of the survey: 


Which magazine’s advertising do retailers use the most 
for store tie-in displays—by actual count on a given day? 


LIFE in grocery stores LIFE in jewelry stores 


LIFE in hardware stores LIFE in drug stores 
LIFE in general merchandise stores LIFE in appliance stores 


Of the leading magazines carrying advertising 
for products they sell, which magazines do retailers pick 
as their first choice? 


LIFE say grocers LIFE say jewelers 
LIFE say hardware retailers LIFE say druggists 
say general merchandise 
LIFE retailers LIFE say appliance retailers 
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tainty—that LIFE has more influence on their 
dealers than any other magazine. 

The two main reasons are that LIFE’s circula- 
tion and LIFE’s weekly audience are greater than 
any other magazine’s. Another important reason 
is that year after year, LIFE carries on a program 
of dealer contact and dealer stimulation that is 
recognized as the most intensive, most continual, 
most widespread of any magazine. 

This is particularly significant because national 


RANK LIFE FIRST 


magazine advertising, utilized to its utmost at the 
local level, is the retailer’s most powerful selling aid. 

And now there’s factual confirmation. A recent 
survey by Audits and Surveys Company, Inc., 
among a wide sampling of retailers in major fields 
—grocery, hardware, general merchandise and 
variety and jewelry —proved again what an earlier 
survey among drug and appliance retailers had 
shown—that across the board LIFE is the dealers’ 
favorite by far. 


LIFE say grocers 
LIFE! say hardware retailers 


Of the magazines carrying advertising for products they 
sell, which magazine do retailers and their families sub- 


scribe to or purchase most regularly ? 


In the first survey among druggists and appliance store retailers, this question was not asked. 


say general merchandise 
retailers 


LIFE 
(MTT say jewelers 


LIFE’s circulation is 5,714,720* and its weekly audi- 
ence is 26,450,000} — both greater than any other 
weekly magazine’s, 
LIFE reaches 3 out of 5 households in the average 
I community in the period of 13 weeks**—more than 
any other magazine. 
LIFE reaches with each issue 57.6% of the house- 
holds with an annual income of $7,000 or more**— 


ADVERTISED IN 
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Here are some important reasons why retailers rank LIFE first: 


the people with the most purchasing power. 

That’s why advertisers rank LIFE first, too .. . why 
they put $121,002,776 worth of advertising in LIFE 
in 1955—$37,271,573 more than they put in any 
other magazine.tt{ 

For further information about the Audits and Surveys 
studies, Reports No. 1 and 2 on Magazines at the Point 
of Sale, contact your LIFE representative. 


The most significant media 
symbol in selling 


*Average weekly circulation, January-March, 1956, as filed 
with ABC (subject to audit). 

**A Study of the Household Accumulative Audience of LIFE. 
tA Study of Four Media. 
ttPublishers’ Information Bureau. 
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How to Create a Mood for Sales 


Editors set the scene for reader acceptance of both news 
and advertising. How can advertisers adapt to the setting? 


People buy a daily newspaper for 
the same reason they go to lunch 
with a friend—for the “warm’’ feel- 
ing derived from the association. 

This concept, which opens a new 
world for merchandisers, has been an- 
nounced by psychologists as a result 
of the nation’s first published motiva- 
tion study of newspaper readers. 

Sponsored by The Detroit Free 
Press, the two-year survey used depth 
interviews, word associations and 
clinical “bait” to lure 300 Detroit 
residents into revealing their true 
feelings toward metropolitan dailies. 

These readers indicated that they 
prefer a particular paper for some- 
thing more than its comics, features 
and news coverage. 

That “extra” is a mental image 
formed by the subscribers. In their 
minds a newspaper is reliable or sen- 
sation-minded. It is progressive or 
stodgy. 

As with a friend, Detroiters in the 
survey said they link themselves 
closely with the newspaper they re- 
spect the most. 

True, they expect to gain some pro- 
fit from the tie-up. But the real rea- 
son that prompts a man to read a 
newspaper, or to have a luncheon 
date, is primarily psychological. He 
has an inner need . . . and the friend 
will help him “feel better.” 

Why is this important to adver- 
tisers? Because it suggests that a 
newspaper's appeal depends as much 
on its personality as on its circulation 
figures. 
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The Detroit study emphasizes that 
readers think of a newspaper’s adver- 
tising in the same terms they think 
of the editorial content. If they trust 
the paper, they reason that everything 
in it is reliable. 

For its own editorial guidance, 
The Detroit Free Press commissioned 
Social Research, Inc., Chicago, to 
make the pioneer survey. Dr. Bur- 
leigh B. Gardner directed it. 

Who is in the “middle majority ?” 

“The middle majority,” contends 
The Detroit Free Press, “comprises 
from 65% to 75% of the American 
population in the Detroit market. 
This middle majority constitutes the 
largest concentration of purchasing 
power and economic force that must 
be tapped when advertising ‘mass’ 
products.” 


Two Definitions 


The middle majority, as defined by 
the newspaper’s research group, con- 
sists of : 

“Lower-middle class folks [who] 
are more often in white collar jobs, 
in minor executive or small business 
proprietor positions,” declares Social 
Research, Inc. They include teachers, 
many salesmen, various supervisory 
personnel . . . they really live by such 
tenets as thrift, cleanliness, and strict 
propriety of behavior. 

“Upper-lower class usually,” says 
Social Research, “includes ‘blue col- 
lar’ workers, laborers, and people who 
work as carpenters, truck drivers, 


waitresses. They are the ‘poor but 
honest workers’ usually in semiskilled 
occupations. They live close to their 
real-life experiences. Their circle of 
activities is a small one, limited to 
immediate social contacts at work, 
and friends. A large slice of their 
family budget goes to food and shelter 
alone.” 

Social Research describes the middle 
majority thus: 

The driving force behind middle 
majority buying power is the house- 
wife. Motivation research brings to 
light what makes her world go around, 
what is important to her, and what 
factors govern her buying choices. The 
ways in which Mrs. Middle Majority 
spends her money, time, and energy 
echo the underlying beliefs of her 
social group. 

The middle-majority woman’s 
world defines her proper place as 
within the home, and looks askance 
at her if she ventures very far from 
it. Her life is usually bounded by the 
four walls of the house—and rarely 
extends far beyond the home. The 
narrow paths away from her home 
lead into a park, or a downtown 
store, or a theater a bit out of the 
way. Shopping is a semi-social oc- 
casion to the middle-majority woman. 

Her homemaking tends to be ardu- 
ous. Here seems to be the unbroken 
circle of preparing meals, cleaning 
house, washing dishes. mending 
clothes, shopping for groceries and 
household needs. Her sense of obliga- 
tion to her family is deep and she 
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probably would not be satisfied if she Prominent Users of Strathmore Letterhead Papers: No. 122 of a Series 
did not feel that she worked hard as 
a housewife. aE 

Reading a-paper gives the middle- wey! THe 
majority housewife a feeling of i 3 PANG FIRS 
achievement, of being up-to-date, of Pree we a of BNC Ay 
being abreast with the world. She Philadelphia— the famous q — 
glows with the sense that she is a First Pennsylvania 
good, intelligent wife, doing her job Bank entrance. 
well with the same inner satisfaction 
she gets from belonging to the PTA 
and the church. 

A newspaper often counteracts her 

fears and worries and uneasiness about sos ea 
the outside world. She will relax and ' AND TRUST Conmaiy 
daydream with her newspaper. 
She fears that she will be cheated by 
big and impersonal businesses. She 
fears that her husband may be ap- 
proached by sophisticated and bad 
women who inhabit the bigger world. 
She fears that disease, catastrophe, de- 
pression will come from it. 

The world in which the middle- 
majority housewife lives is a highly 
moral one. Nearly every kind of be- 
havior has been judged good or bad, 


isinile or uniainole sswosnte | Dignity through Quality! 


the middle-majority house- 
wife’s life demands more reassurance 
and more bolstering than does that of 
the upper-middle class housewife, who 
has far more freedom to pursue her 
own interests and abilities. The kinds 
of reassurance which the middle ma- 
jority housewife seeks are readily A Dignified Letterhead is essential to institutions 
found in mass communication. ... _ with traditions to maintain. That is why The First Pennsylvania 
on bs ¥ _ — a = Banking and Trust Company selected a Strathmore paper for its 
Te seeeg ; +" ey ir ett letterhead. The rich surface and texture, the obvious quality of this 
pieast . - 5 View ) 4 ~ . . 
eure, eS Nee veew oS fine paper lend themselves particularly well to banking correspond- 
world and its problems, Mrs. Middle ‘ : 4 Nhe 
pall ssiga” ence. Strathmore Letterhead Papers are made to the highest stand- 
Majority is the bone and flesh and ; c : ; ; 
OR ? : ards of craftsmanship. They give authority and character to any 
sinew, the veritable mother of a . dl sigue ; 
“s firm’s letterhead design, and add immeasurable dignity to its cor- 
\merica. The End ; <i 
respondence. Have your supplier show you samples of these papers. 


The First Pennsylvania Banking and Trust Company 
is the successor by merger to the business of several historical 
Philadelphia banks. Among them was the Bank of North America, 
the first chartered financial institution on the North American 

p 3 continent, which began banking operations in 1782. The First 
a roduct: Pennsylvania recently joined with the First National Bank of 
¥ Philadelphia, which in 1863 was issued Charter No. 1 under the 

“Don’t wait until the pres- National Bank Act. With its extensive facilities, The First Pennsyl- 
sure of competition or a fall vania plays a leading role in the Delaware Valley’s economic life. 
off in sales and profits makes 
the need for a new product 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
urgent. When these condi- THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING 


tions occur the new product STRATHMORE BOND. ENVELOPE TO MATCH ONVERTED BY OLD COLONY ENVELOPE CO 

must be developed under STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 

pressure Instead carry on ONION SKIN, STRATHMORE BOND AIR MAIl TRATHMORE BOND TRANSMASTER, REPL A 
° ’ 

the search for new-product 

ideas as a continuing func- 


tion.” Developing and Selling 
New Products. U. S. Depart- 
ment of Commerce, Small 
Business Administration. 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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Drive your Detroit sales message 


DMB—DETROIT MEANS BUSINESS! 
And business means THE 
NEWS — Detroit’s HOME 
newspaper. The News has the 
largest ABC-recognized home- 
delivered circulation of any 
newspaper in the nation, and 
the largest total and trading 
area circulation of all Michi- 
gan newspapers. 


Because it produces RESULTS, The 
Detroit News carries TWICE 
AS MUCH ADVERTISING 
LINAGE AS EITHER OF 
THE OTHER TWO DETROIT 
NEWSPAPERS! 


Times, oss 
Free Lai 


Largest Weekday and Sunday Circulation of all 
Michigan Newspapers (ABC 9-30-55) 
Weekday 452,721—Sunday 557,740 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 E. 42nd St., New York 17 e Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 


Pacific Coast: 785 Market Street, San Francisco, Calif. © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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1999 


FIRST GRAND AWARD 


SECOND GRAND AWARD 


= Coodl:.. 
refreshing 
* y 5¢ 


FIRST GRAND AWARD 


SECOND GRAND AWARD 
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‘He tried to take my 


Drake's 


COOKIES’ 


Y&R posters are created for just one purpose... to help Exhibit of Outdoor Advertising Art. This was the second 
move merchandise. vear in a row that YXR won first and second grand awards. 
Sometimes, however, they also move award juries. Award juries have their own measurements of the ex 
The “bingo” and the “black-eve posters recently won céllence of any poster. And Y&R has its own measurement. 


the two top awards in the 24th National Competition and Our measurement is simply this: How well does it sell! 


YOUNG & RUBICAM, INC. Advertising 


WV 


What men don’t understand about women’s originality 


We've noticed that when a man knuckles down to a 
project—like building a free-form room-divider—he starts 
with a diagram. And he sticks to it. 

We've also noticed that when a woman starts a project 

like making a soufflé...or a dress...or doing over a room 

she starts with a diagram, too. But she revolutionizes 
it! She turns it into something delightfully her own. She 
adds mushrooms to the recipe...a pair of white cuffs to 
the dress...or hangs the striped wallpaper horizontally 
because it looked so terrific hung vertically! 


And because Ladies’ Home Journal understands this, 
the patterns, recipes, decorating ideas—and everything 
else in the magazine—are designed merely as spring- 
boards for a woman’s inventiveness. 

It is probably because Ladies’ Home Journal under- 
stands women so completely that the Journal is the No. 1 
way to influence women. 

Which explains why advertisers invest more money in 
the Journal than in any other women’s magazine. 


Never underestimate the power 
of the magazine that understands women... 


JOURNAL... 


No. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 


Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth Inc. 


WHY APPLIANCE MAKERS ARE OPTIMISTS 


There is usually a wide discrepancy between what families) indicates that people frequently buy 
a family plans to buy and what it actually pur- appliances sooner than they intend to. The figures 
chases. Where certain appliances are concerned, compare plans made in late 1953 with sales as of 
however, consumers overfulfill their plans. Astudy the end of 1955. 
of wage-earner families (roughly half of American 

This number planned to j This number -actually bought in 
buy in 1954 or 1955 1954 or 1955 


PERCENT | 
Of fulfillment 
of 1953 plans 


1953 SURVEY SHOWED 1955 (year-end) SURVEY SHOWED 


5,611,000 


a es EE ET LT 


1 


148. 7% 


3,990,000 


mee AAAAANAANNNNN 


R COMRATIONER 
= a 2,459, 000 NOTE: 
There were 22 million wage-earner families 
in 1953 during the first survey. In 1955, 


Sis Moves ay the number had increased to 24.9 million. 


Source: Wage Earners.Forum, Macfadden Publications, Inc This fact should influence interpretation of 


New York, N. Y. the figures. 
Designed by Mane DAMROTH, INC 
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“The Sales Manager’s Agency” proudly announces that it 
produced these Award Winning Sales Training Materials... 


In the N.Y. SEC-sponsored NVPA Competition 


e PRINTED TRAINING MATERIALS CLASSIFICATION 


FIRST AWARD —scles Menval for _ \\ || 
INSTITUTIONAL PRODUCTS DIVISION of 
GENERAL FOODS CORPORATION. oe 


SECOND AWARD -sales Manual 
for MAXWELL HOUSE COFFEE DIVISION of 
GENERAL FOODS CORPORATION. 


THIRD AWARD -— sales Manual for 
F. & M. SCHAEFER BREWING COMPANY. 


- A CLEAN SWEEP! 


e PRINTED SALES PRESENTATION CLASSIFICATION 
THIRD AWARD ~ “coffee Facts’, a presenta- 


tion to help Maxwell House Coffee Salesmen sell Chains 
and Supermarkets — and it did. 


In the National Film Assembly Competition in Chicago... 


Over a thousand films in several categories 
were initially entered. Finally, in the SOUND 
SLIDE FILMS for SALES TRAINING CLASSIFICA- 
TION, only 13 were nominated for the Award. 


Of that 13... 


5 were produced by “The Sales Manager’s Agency” 


Sin & REACH FOR THE STARS for GF MAXWELL HOUSE Division 

@ SOMETHING FOR THE BOOKS. ...... for GF JELL-O Division 
@ LEVER TAKES THE LEAD — AGAIN. . a NEW PRODUCT Introduction 
@ SHIFT INTO HIGH WITH SPRY... . a LEVER NEW PRODUCT Introduction 
@ LET’S BE A 3 TIME WINNER a LEVER SWEEPSTAKES 


H. D. ROSE & COMPANY, Inc., “The Sales Manager’s Agency” 
234 East 47th Street New York 17, N.Y. PLaza 1-3035—46, 7, 8 
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WHO MAKES 


PACKAGING : 
DECISIONS? ae 


In the food industry, it’s the sales executive who 
most frequently decides on the ultimate package 
for his product. Cost is a minor factor in package 
selection. Executives agree that. good packaging 
can increase sales. Here’s a roundup of package 


practices and results: 


WHO DECIDES? 


SALES 
MANAGER 


PACKAGING 
COMMITTEE 


PRESIDENT 


PRODUCTION 
DEPT. 


PURCHASING 
AGENT 


ADVERTISING 
MANAGER 


LEGAL 
COUNSEL 


MISCELLANEOUS 


WHAT'S CONSIDERED MOST IMPORTANT? 


DISPLAY =e, 
VALUE 
Te 4 22% 
PRODUCT - 3 18% 
oa 


HANDLING AND 


t+) 
STOCKING ee 12% 
ADVERTISING P 
COST # 6% 
ADAPTABILITY TO a 
PACKAGING MACHINERY z 5% 


SPECIAL 
INDUCEMENT DEALS 


s 


LARGER 


—— 
Ww 
PS 


S 
SIZES 1% 
MULTI-UNIT 7 
PACKAGES 1% 


TOTALS ARE GREATER THAN 100% 
BECAUSE OF MULTIPLE ANSWERS 


HOW MUCH WILL SALES 
INCREASE WITH NEW PACKAGE? 


% OF GAIN 


\ 
1 10 vox 

L 

11 to no 


% OF FIRMS 


31 TO 40% 
41 T0 50% 
61 TO 70% 


201 TO 500% 


Source:.A survey by Don White Inc., New York, N. Y., for 
Folding Paper Box Association PICTOGRAPH. BY 


Ses Managed 


Designed by HHLE-DAMROTH, INC 
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| 35% 


o 
& 


/ 


SUNESS 


%, 195° 
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You'll agree that Don McAllister, Chair- 
man of the Board of ABP and General 
Manager of Geyer-McAllister Publica- 
tions, hit the nail on the head when he 
observed, in a talk before a recent ABP 
conference, that “everyone who spends 
money for advertising is increasingly con- 
cerned about where advertising budgets 
can be invested most effectively.”” And he 
added, “One good way to compare the 
effectiveness of various ad-media is to 
examine the record of growth. When you 
make this comparison, you see that—in 
dollars and in pages—one of the areas of 
great growth among all media has been 
business publications. For thesimple truth 
is that selling goes where selling’s good!” 


PERCENT OF | 
TOTAL GAIN _| 
IN 
AD-PAGES ~~ 
1948 -1955 —__ 


Magazines 


Source: McGraw-Hill Publishing Co., Ine. Angelo Venezian, Ass't Vice Pres. 


Growth in magazine advertising pages 
Businesspapers received better than 99 out 
of 100 of new advertising pages placed in all 
magazines from 1948 to 1955. 


where selling’s good! 


Again ...all reports point to a bumper year for advertising . .. with major shares going 

to the media where the grass is greenest. To businesspapers, for example! 

Why? The answer’s in the fact that all good selling is specialized ... and nothing 

specializes like the business press. No other media can do such a selective job of selling 
specific prospects for specific products ... or do it at such low cost. 

Sure, year in-year out, businesspapers do a whale of a hard-selling job. 

But every year their job gets bigger and bigger . . . and they have to get better and better. 


And that’s where you have to hand it to ABP papers. ABP members keep shirtsleeves 
rolled-up all year ’round . . . digging away in work sessions, clinics, conferences . .-. 
building better and better papers. 


Truth is, they’ve been at it for the last 50 years—and as a result ABP papers are today 
leaders in nearly every field. And you can count on them to keep on working to make 
good businesspapers better ... probably for another half century. For ABP editors have to 
put more into their products—have to make them good enough for readers to 

keep on paying for them! 


Beauty of all this is, it makes ABP papers more effective advertising media. 


THe Associateo Business PuBLicaTIONS 


Founded 1906 e¢ 205 East 42nd Street, New York 17, N.Y. 


5 


SOME QUICK FACTS: 


PERCENT OF 
— 1. Busi received $415 mil- 
TOTAL GAIN liom worth of advertising last year— 
IN more advertising money invested in 
me them than in all the weeklies, or in all 
AD-DOLLARS the women’s, general and farm mag- 
azines combined.* 

1948-1955 2. Even though publishing costs have 
soared, advertisers in business- 
papers today save 32.3%—in con- 
stant, corrected-for-inflation dollars— 
of the 1940 businesspaper rate per 


HMALP A CENTUKY With 


ines 
Source: McGraw-Hill Publishing Co.. Inc. —Angelo Venesian, Ass't Vice Pres. 


lise 


Growth in magazine advertising dollars 
Even though they nave far lower page 
rates, businesspapers gained almost half 
(46%) of added advertising dollars invested 
in all magazines from 1948 to 1955. 


thousand.** 


3. Increased investment in editorial 
service—to the tune of 77% more 
editorial pages at a cost of 197% more 
for each average businesspaper page! 
—is a big reason why more and more 
business publications are tending to 
be the leaders in the growth of their 
industries !** 

*Printers’ Ink—space and production 

**Based on data by J. K. Lasser & Company 


...better businesspaper advertising 


SEND FOR: 


HALF A CENTURY WITH ABP—adventure in co- 
operative progress. Informative and interesting 
reading for everyone in advertising and pub- 
lishing . . . tracing the history of the time when 
“the machinery of advertising” first began to 
supplant ‘‘bare-handed selling,” with some 
fresh insights into the functions of business- 
papers in our economy... and of ABP as one’ 
of the prime forces in their growth. Write ABP 
or an ABP publication serving your field. 
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CONSUMERS WARM UP TO “PREPARED” FROZEN FOODS 


Prepared frozen foods, one segment of the vast 
frozen foods industry, made tremendous gains 
last year. Production increased 67% over 1954 to 
give prepared frozen foods about 8% of total 
frozen foods volume. 


The “prepared” term signifies that these frozen 
foods have received one or more of the prepara- 
tory operations usually performed in the home; 
such as cooking or blending. 


Some of the more outstanding gains by individual products are shown here: (Figures in millions) 


POTATO PRODUCTS. 


1955 —.183.4 LBS. 


1954 — 87.7 LBS. 


NATIONALITY FOODS 


1955 — 27.7 LBS. 
1954 — 17.0 LBS. 


POULTRY DISHES 


1954 — 59.6 LBS. 


BAKED PRODUCTS 


1954 — 19.2 LBS. 


MEAT DISHES 


1954 — 55.4 LBS. 


SIDE DISHES 


1954 — 1.3 LBS. 


FISH STICKS 


1954 — 50.0 LBS. 


HORS D’OEUVRES 


1955 —.5 LBS. 


1954 — .2 LBS. 


DESSERT PIES 


1955 — 44.8 LBS. 


1954 — 27.2 LBS. 


Source: U.S: Dept. of Agriculture, Agricultural Marketing Service 
U. S. Dep? of Interior, Fish & Wildlife Service 


ALL OTHERS 


1955 — 2.0 LBS. 
PICTOGRAPH BY 


det Monanimeeal 


Designed by HILE-DAMROTH, INC 


1954 — 1.4 LBS. 
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How To Reach More Young Women 


4f you have a product to sell to young women under 25, you natu- 
rally want to reach as many as possible with your sales message. 
Each copy of Modern Screen reaches more young women under 25 
than any other magazine. Look at the chart below based on the 
latest Daniel Starch & Staff Consumer Magazine Report. It shows « 0 
that Modern Screen has more women readers under 25 per 100 . 
copies than any other magazine. Besides reaching more young 
: women, you'll be selling a market of top-spenders. The median ) ° 
family income of the Modern Screen reader is well above the na- 
tional average. Her interests and needs are many — beauty aids, 
' drug products, fashions and accessories, jewelry, entertainment. 
Advertise your product in Modern Screen and you'll sell more to 
millions of better-buying young women. 


- 


WOMEN READERS PER 100 COPIES 
Under | Total Under i , 

Magazine a4: 18-25 25 

I. Modern Screen P|: 39 40 79 

2. Motion Picture 2 i ie 38 74 
“ap Photoplay 36 37 73 

4. Modern Romances : 28 43 71 oi 
i 5. : ee Confessions es oe 27 42 69 
e 6. Tre Story aaa a 36 60 
“2. IV Guide : ee roe 18 35 
eh Family Circle : 18 16 34 i 

9. Redbook . cig. | 12 eG 22 | 34 7 
is, aoe ae cle | , 18 15 33 ; 


ADGRAPH BY 


MODERN SCREEN 


America’s Great Scredn Magazine 


DELL PUBLISHING COMPANY, INC. - 261 FIFTH AVENUE, NEW YORK. 16, N. Y 


EVERYBODY WON IN ‘55 BUT SOME WON MORE 5-20-56 
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EVERYBODY WON IN ’55 BUT SOME WON MORE 


A preliminary look at annual reports for 1955 
shows that net income after taxes was greater 
than 1954 in almost all manufacturing industries. 
There were two exceptions: Beverage income 
dropped a fraction of a percent and Miscellaneous 
Manufacturing — a catch-all classification — was 


(FIGURES IN MILLIONS OF DOLLARS) 


down two percentage points. All other industrial 
groups gained anywhere from 12% (food pro- 
ducts) to 72% (iron and steel): Average income 
increase for the 1,171 corporation reports studied 
was 31%. 


1954 | 1955 | PERCENT OF CHANGE 
IRON AND STEEL 626.7 | 1,077.8 | Pain: +72: 
TEXTILE PRODUCTS 52.1 2 ala RR +66 
AUTOMOBILES AND PARTS _| 1,168.0/|1,915.4 _— ER Se 64 
LUMBER, WOOD PRODUCTS 83.1 ee -50 
CEMENT, GLASS, STONE 305.3| 411.7 ae +35 
CLOTHING AND APPAREL 10.8 SB ORRIN +32 
PAINT AND VARNISH 34.7| 44.9 aie +29 
TIRES, RUBBER PRODUCTS 164.5] 211.1 oe. +28 
DRUGS, SOAP, COSMETICS 166.6 — 2 +25 
CHEMICAL PRODUCTS 736.7| 922.5 Ee ae 425 
PAPER AND ALLIED PRODUCTS | 190.5 ee +23 
SHOES, LEATHER, ETC. 26.6 Sa 422 
OTHER METAL PRODUCTS 1,327.7 | 1,559.0 = 147 
TOBACCO PRODUCTS 94.1 voce +15 
PETROLEUM PRODUCTS 1,433.1 1025.0 +13 
FOOD PRODUCTS 358.0 oi +12 
OTHER TRANSP. EQUIP. 162.7| 181.1 = 
BEVERAGES 129.2} 129.0] — 
MISC, MANUFACTURING 50.9 49.8 | —2 PICTOGRAPH BY 


Source: First National Bank Monthly Letter, New York, N. Y. 


Sides Menage 


Designed by HILE-DAMROTH, INC 
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THE DOW CHEMICAL COMPANY 
Plastics Sales Dept. PL437M 
Midland, Michigan 


Gentlemen: Please rush your free catalog of Styron 
9g y 


plastic containers 


Firm Name 


Business Address 


City 


way a p roduct is packaged ee 


Styron 


can make you a hero 


Put yourself in these well-polished shoes for a moment. Like this gentleman 
you have your choice of Styron” plastic containers. And like him, you may have 
some products that could use some sales help. Make great things happen by 
packaging those produ ts in Styron! 


Styron plastic containers offer protection in rigid packing, shipping and display 
They're printable or ready for your label. They come either transparent or 
opaque, in hundreds of stock or custom-made sizes. They're proved point-of 
sale eye-catchers. And as for merchandising power, there’s nothing like them 
on the market! 


Put your products on display in Styron plastic containers. Send for the free 
forty-eight page Styron catalog of packages. Sales records prove it’s the 
best way to head yourself toward faster sales and profits. THE DOW CHEMICAI 
COMPANY, Midland, Michigan 


you can depend on DOW PLASTICS 


How low is down... 


Can't be any lower than the cost of reaching hard-buying Pittsburgh 
families with a full page ad in their favorite newspaper, the Post- 
Gazette. Another reason why 


Somtllt0e HS Hapoenad, iw Pitta / 
Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America's 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Who Is Buying 
“Bill” Ford's 
$10,000 Baby? 


2,103 Ford Executives and Technicians Pay to Read One or More MeGraw-Hill Magazines 


BY LAWRENCE M. HUGHES 


THE BIG RIDE: A lot of companies make the Continental Mark II a 
symbol of their own progressiveness. 


the Mark //’s move out of Continen 
tal Division’s plant at a faster pace. 


Mich., and in its upholstery and 
trim leather from contented sheep of 


The mailman has rung often of 
late for William. Clay Ford: 
where no 


A substantial stockholder of Gen- the Scottish 


eral Motors wrote, from Wilming- 
ton, that he had bought a Continental 
Mark II with some of his dividends. 

Out in Honolulu Henry J. Kaiser 
paid $20,000 for a brace of these 
new cars. 

In Miami, where Cadillacs are 
thicker than flamingoes, a South 
Carolina financier, putting his Mark 
II through its paces, met at every 
stoplight the query: ‘How much does 
that car cost?” 

A Boston lawyer drew long-term 
international comparisons: Bill Ford’s 
pride-and-joy, he wrote, surpasses the 
costlier British Rolls and Bentley, 
and is in fact “the best car since the 
Crane Simplex.”’ 

And at the Church of the Heaven- 
ly Rest on Fifth Avenue, New York, 
the Rev. John Ellis Large devoted 
his column in the weekly bulletin 
to this latest creation of Ford Motor 
Co. (See ‘Ford’s Continental Mark 
II Gets ‘Modern Formal’ Sales De- 
but,”’ SALES MANAGEMENT, Oct. 15, 
1955.) 


The Pure of Line 


Dr. Large was pleased that “in 
a year when most cars have looked 
like circus wagons on the outside 
and garish juke boxes on the inside,” 
the Mark II expresses ‘‘quiet elegance 
and well-bred dignity.” Though he 
disapproved the Sert-Room-of-the- 
Waldorf snobbery of its local un- 
veiling, he found theological comfort 
in the fleece-lined flannel which 
wraps each new Continental in its 
Township, 


journey from Ecorse 
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Highlands, 
barbed-wire fences may mar their 
hides. ‘The pure at heart, it seems, go 
through life similarly unscathed. 
Saluting Founder Ford’s youngest 
grandson, the rector concluded: “God 
has a right to expect that our vision 
will become at least continental.’ 
Until hospitalized a few weeks 
ago with a torn Achilles tendon in 
his leg, while playing deck tennis, Bill 
Ford answered personally all the 
letters from Mark II owners and 
well-wishers. In fact, he made it a 
point to write each new customer. 


Busy Bill Ford 


By motormaker standards this 
group is small. But customer rela- 
tions is just one of a lot of chores of 
an earnest 30-year-old, who in ad- 
dition to being general manager of 
both Continental and Lincoln Divi- 
sions, a v-p of Ford Motor Co., and 
member of 
mittees, 
social and philanthropic ‘‘causes.” 

Despite all these, his primary job 
may be to realize, in Mark II, his 
father’s dream. On my second visit 
to the shiny new Continental hq. and 
plant on the Willow Run Express- 
way, I noted in the reception room 
a full-length painting of the late 
Edsel Ford. 

The original ‘Lincoln’ Continen- 
tal was Edsel’s baby. From 1940 
until March 1948 Lincoln turned 
out a total of 5,322 Mark /’s. With 
the years the price ranged upward 
from $2,460 to $4,260. 

Though more than twice as costly, 


several corporate com- 
works actively on various 


In the first 12 months since produc- 
tion began there last June, Bill 
hoped to turn out 2,500—or an 
average of 10 per working day. 

Before the formal debut, October 
21, 1,000 orders were neatly stacked. 
To meet this backlog, production fo 
six months was scheduled at a 16-a 
day rate. In January it reached 20. 
Since then it has tapered off — to 16, 
10 and then six a day. But by March 
31, 2,057 gleaming vehicles had gone 
their fleece-wrapped way. In about 
five-sixths of this first “production 
year,” Bill Ford and his conscientious 
Continentalites had made more than 
four-fifths of their “quota.” 

Fifty of the 2,057 went to Ford 
of Canada and 50, through Ford In 
ternational, to countries abroad. 
Three-fourths of the latte: 
were for French customers. 


group 


Los Angeles Leads 


While Continental “had” to offer 
Mark // to all 1,300 Lincoln dealers 
in the U.S., only 650 of these 
mostly in larger cities were sought. 
A total of 652 was signed. 

Thus far about 35% of domestic 
sales have been made in Southern 
California. This area, with fou 
others “New York,” the South- 
east (Miami), Southwest (Texas 
and Arizona), and Northwest (San 
Francisco, Portland, Seattle) ac- 
count for two-thirds. 

Occupationally, the No. 1 buyers 
have been ‘‘businessmen.” Then come 
entertainers (including producers 
and directors), and_ professional 
people (specifically doctors.) Ejithe: 
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Advertisers may well ask: 


what 


10 


od NNER eS RB 


In April, seven cities held Good Housekeeping Weeks. Seven 


newspapers published 252 


Knoxville’s and Battle Creek’s enthusiasm for Good 
Housekeeping Week was duplicated in Milwaukee, 
Wichita, W. Va., 


Lorain, Ohio, in April. Detroit’s opening date: 


and in Mansfield and 
May 20; 


newspapers, 


Charleston, 


Cincinnati's, June 19. Sparked by leading 
merchants like to stage these city-wide sales carnivals 
that mean value to consumers, volume to stores! 


Memo to Advertisers: Because 31.000.000 women* 


have confidence in Good Housekeeping guaranteed 


products, merchants advertise and display them. Your 


1 5) P “ 
Shes sold when she’ told: 
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ad-packed pages to launch them. 


product can be.up front, too, in city after city! 


There’s still time to get aboard for the October Good 
Housekeeping Week. Great newspapers like the Hous- 
ton Chronicle, Dallas Times Herald, San Antonio 
Light, New Orleans Item, Arkansas Democrat, 
Albany Times-Union, Chattanooga Times, Char- 
lotte News, Pittsburgh Sun-Telegraph, Fall River 
Herald News, Meridian Star, and Baltimore 
News-Post will repeat this great selling event. Be sure 


that your products are spotlighted. 


° a . 
ousekeeping guarantees it 
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the customers are well heeled or go 
to some pains to appear so. Only one 
Mark II has been dealer-financed. 
(Some others may be rolling on bor- 
rowed capital) . . . A couple of 
owners are Negroes. 

Continental caters to a conserva- 
tive clientele. This ‘dignified sports” 
car is offered in only one model —a 
two-door hardtop coupe. (But other 
body types are being “considered.” ) PURCHASIN 
Individuality, however, may be ex- P AGENT G 
pressed in a fairly wide choice of 
fittings. Thus far, nearly all Mark 
II’s have been built to order. 

But while the car is offered in 14 
exterior monotones and five two-tone 
combinations, 98.5% of orders have 
been for single color. Black leads 
with 37.5% of total — followed by 
white, 16.3%, light blue 6.8%, dark 
red 6.6%, beige 5.6%, dark blue 
5.2%, and forest (dark) green 5%. 
Other single colors with more than 
2% are light green, brown, dark 
gray and medium blue. (Note that (left) Industrial Ratio Map of U.S. 
Continental refuses to fancify its Area of each state in exact 
colors with such names as Empyrean ratio to its industrial value. 
Blue or Rhode Island Red.) Most ejrtandbecansd sine dl 
popular two-tones are deep bronze 


s 
top with medium bronze body, .5%, Offers Richest Prize 


and dark gray top with white body, 


adding up to .3%. in Your Nation-wide 
Industrial Sales Program 


& 


Kaiser's Continentals 


C ontinental de esni t capitalize on Which industrial market rates your "sunday punch"? 
the clientele. But it may be no One answer: The world's greatest, "The Heart of 
secret that Henry Kaiser (who knows Industrial America," valued at well over 90-billions 
his motor cars) ordered two Mark and pyramiding rapidly higher. Big industry—worth 
I] S. Also, to Kaiser’s case some selling in a big way. 
sentiment attaches. Among Continen- 
tal’s 750 employes are 50 who worked What constitutes a “sunday punch" in The Heart? 
with Kaiser-Frazer. After applying One answer: Your most direct sales effort, spear- 
skill and loving care to Henry’s first headed by on-the-spot advertising certain to reach 
Mark II, they all sat down and wrote the key men who buy what you sell. 


him in Honolulu (where he is vaca- La <a - 
tioning from the cares of Oakland) Only ONE does it Hl The Heart : M.P.A.! Guaran- 
to wish their big, bluff former boss tee 1, exclusive 100°, buyer ae, at the 
tg ral sarong eclipse essential local level. “Most read" by choice (nat. 
each of them a plattered recording pub. survey), must reading by necessity (Off. Org. 
pe ae Ri Area P. A. Assoc'ns). All this at low, regional rates. 
I i ia he Arta! all Top space-value of its kind for audience selectivity, 
readership and results in your +1 industrial market. 


the mailman. To each new Mark II Get i ; 
; : et into the next iss 
owner he writes something like this: o the next issue, Send for rates and data. 


: It is our sincere hope that 
you may gain as much Satisfaction A few of the ‘'national"’ advertisers who use over 50% of the space: 
from owning and driving this car 
. e . ° Alcoa Wickwire-Spencer Nat'l Screw 
as we have in producing ek, ae T° ween Roebling's Torrington Write for 
a arce . , » forme J. & L. Babcock & Wilcox Standard Oil Roste 
spired in large part by the former nl hs Vases Cities Service ahi (Contalaion 
Lincoln Continental . . . your Con- Bethlehem Chase Brass American Box a 'h P. A. List) 
‘ ; ¢ . ‘ McLouth Bridgeport Robt. Gair pie 62 i ~ 
tinental Mark II is representative of Assoc. Spring Scovill Brass Ohio Injector metetiens 
° . . H ; ¥ e rhea 
our determination to embody, in Cotemble American Brass Blaw-Kaox 
more modern terms, all those features 
which contributed to the popularity 
of its famous predecessor. 
“We feel certain that the enduring 
beauty, craftsmanship and perform- 
ance of your Continental Mark II 6th Floor Penton Building 
will serve to heighten your pride in Cleveland 13, Ohio 
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by Sales and 
Credit Managers — 


“TRAVELING 
CREDIT’ 


Throughout the country, sales and 
credit managers are enthusiastic 
about the Douglas-Guardian Plan 
of “Traveling Credit.’ 

This Plan reduces friction 
between Sales Managers and 
Credit Managers because it 
enables a manufacturer to ship 
merchandise in larger amounts 
without added credit risks. 

Douglas-Guardian issues field 
warehouse receipts on merchan- 
dise—receipts which give you 
control over the inventory. Local 
banks and lending agencies also 
regard our field warehouse 
receipts as prime collateral. When 
your distributors wish to use the 
receipts as security in their own 
localities, funds can be made 
available for payment of your 
invoices. 

For complete information, mail 
the coupon. 


DOUGLAS-GUARDIAN 1 


WAREHOUSE CORPORATION 
118 N. Front Street, New Orleans |, La. 


Please have your representative 
phone us for an appointment. 


Send us full information on Field 
Warehousing. 


Individual’s Name 

Title 

Company's Name 

Address 

City Zone State_ 


Telephone Number SM-5-20-56 
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owning this fine car. We deeply ap- 
preciate the confidence which that 
ownership represents.” 

One copy of the letter goes to 
the dealer who sold that customer 
and one to the Mercury district 
sales manager. 

Except in Ford Division, divisional 
development of Ford Motor Co. 
evolves slowly. Continental is sold 
by half of all Lincoln dealers, many 
of whom are part of the larger Mer- 
cury setup, Mercury Division op- 
erates through five regions and 33 
districts, on which Lincoln and Con- 
tinental still rely. Continental is 
promoted by Mercury-paid regional 
specialists. 

Lincoln and Mercury dealers have 
found the new Continental a sizeable 
“promotion” and a _ modest 
tactor. 

By June the 652 domestic Con- 
tinental dealers would have sold an 
average of less than four Mark II’s 
each. Suggested list price (minus air 
conditioning, which comes to several 
hundred dollars more) is $8,831. 
This is after the suggested 26.1% 
markup. Thus the dealers pay about 
$7,100 for a car which some of them 
sell for $10,000 or more. (To at- 
tract traffic a Providence dealer put 
a new Mark II in his used car lot — 
with a $14,000 price tag!) 


sales 


Can Cadillac Compete? 


Cadillac’s forthcoming El Dorado 
Brougham is expected to retail be- 
tween $8,500 and $10,000. But 
whereas, except for the engine, Mark 
Il is not a Lincoln, Continental 
people say that GM’s highest-price 
offering “will still be a Cadillac.” 
They take some trouble to point out 
the “difference between a $10,000 
value and simply proving you have 
$10,000... We appeal to people who 
want to pay $10,000 for lasting 
value.” 

Among cars traded in on 
Il was a 1955 Cadillac. 

Continental will offer the present 
Mark for at least three years. Sales 
and advertising planning is similarly 
long-term. The 
advertising budget, through Young 
& Rubicam, Inc., is about $2 million. 
Of this $757,000 will be spent in 
the next Last January the 
schedule shifted from mass to 
class magazines .. . In addition, each 
dealer puts $200 per car into a na- 
tional fund administered by Con- 
tinental, On 2,500 cars this would 
total $500,000. 

To date Continental Division has 
cost Ford Motor Co. $23 million. 
First-year factory sales, in cars alone, 
will come to about $18 million. 


Mark 


division’s 1955-57 


year. 
was 


Within three years, up to a 6,000- 
cars-a-year level, Bill Ford expects 
the division to be operating in the 
black. Continental’s “ultimate po- 
tential” may be 10,000 annually. 

At least the start has been stimu- 
lating. 

As | read Ford’s 
found: 


through Bill 

mail from the customers | 

Detroit: “Most magnificent 
Los Angeles: ‘Really lovely 

a joy to drive.” A U.S. Senator: 
“Takes your breath away.” Kansas 
City, Kan.: “Thrill of my life.”” New 
York financier: “Finest car I’ve ever 
driven.” Northwest medico: “A 
striking car, distinguished and beau- 
tiful.” ... An Illinois broker writes, 
longhand, three pages of paeans. And 
from a tall Manhattan tower one oi 
the world’s wealthiest young 
tells another he has “‘never seen a cai 
better or more pleasant to drive.”’ 


Cal fy 
. and 


men 


Traffic Builder 


Dealers sound at least equally 
ecstatic. One who has been in Ford’s 
fold for four decades said: ‘Hats off 
to young Bill Ford, His father would 
be proud.” 

The fact that formal-debut invita- 
tions were sent only to the locally 
elite may have served but to pique 
and prod the hoi polloi. A. J. Har- 
mon of Harmon Motor Co., Raleigh, 
N. C., wired: 

“CONTINENTAL SHOW- 
ING LASTED ALL DAY, ALL 
NIGHT AND ALL DAY. 
VIEWERS STILL HANGING 
AROUND. ADVISE WHEN |! 
CAN CLOSE UP AND GO 
HOME. I’M TIRED. WE’VE 
GOT IT. THERE’S NOTHING 
ELSE LIKE IT AND THEY 
ALL KNOW IT.” 

W. H.. Stevens, president of 
Lincoln-Mercury of Phoenix, first 
held a private showing for vip’s be- 
hind covered windows. When this 
ended at 10 p.m., he wrote, “we 
locked and removed the 
window coverings.” Immediately, 
stopped and surrounded the 
place. “Many people did not even 
bother to park their cars. Horns were 
blowing and people were shouting 
at each other—which only added to 
the confusion and _ attracted 
more people.” 

Stevens and his staff turned off 
the lights and waited for the clamor 
and crush to subside. But despite the 
presence of policemen, they dared 
not leave until midnight. “At 6:30 
the next morning the crowds were 
waiting . . . for the public showing. 
Thousands flowed through our show- 
room during the next two days.” 

But like every other new car 


our doors 


cars 


even 
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Fight For June Grads 


The industrial firm wanting to hire 
June engineering school gradu- 
ates as sales trainees is meeting 
with unprecedented competition. 
For months now, college campuses 
have been sifted by personnel rep- 
resentatives from major and minor 
corporations. All are looking for 
engineering grads and each has 
been trying to make his offer more 
attractive than the others, 


Earlier this spring, International 
Business Machines came out with 
an offer to June graduates that 
would be hard to resist. An engi- 
neering graduate signing up with 
this firm would receive half-pay 
while completing his education, 
then at the end of the college 
term, he would officialiy join the 
company and go on full pay. 


Mark II has had its troubles. Some 
bugs developed in the quality of the 
metal finishing, and there have been 
body shortages. 

And like every other motormaker 
Continental now has to settle down 
and sell. A demonstrator is being 
provided for each of the 652 dealers. 
At this writing Continental sales 
manager, Douglas T. McClure, has 
hit the road with other Ford sales 
strategists to show dealers that their 
new-car business need not decline. 

This spring some 200 dealer sales 
managers and salesmen were brought 
— 30 at a time —to Continental’s 
hq. for two-day training courses in 
the Mark II and its market. The 
course, Doug M_ecClure_ explains, 
imbues the men with the “specialized 
techniques which enable them to 
augment their natural ability in 
presenting’ the new car. 

Through talks, films, demonstra- 
tions and a factory tour they learn 
a lot about “The Quality Story.” 
Then come “Our Opportunity with 
Continental,” and then ““The Con- 
tinental Market: Your Prospective 
Customers, Customer Approach and 
Follow-up,” and how to reach pros- 
pects through advertising. A film on 
“The Finest Motor Car in the 
World” is followed by ‘Analysis of 
Competitive Cars.”” This may sug- 
gest that nowadays even the “finest” 
is not altogether unchallenged. At 
any rate, the final hour is devoted 
to the “Lucrative Market” for cars 
that cost $8,000 and more. The End 
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GOOD WILL— 
BY HICKOK 


America’s leading corporations rely on Hickok for gifts 

that make customers remember! The belt buckle for 
Socony-Vacuum; the cuff links for Auto-lite, MG and 

Reynolds Aluminum; the tie bars for Mechanix Illus- 
trated and Old Fitzgerald — these are a few of the many 

striking designs produced by Hickok, world’s greatest 
manufacturer of men’s accessories and gifts. We are sure 

we can solve your gift problem at a reasonable price. For 
information, write or phone Charles Yelin, Premium 

Division, Hickok Manufacturing Company, 350 Fifth 
Avenue, New York City. Tel. LAckawanna 4-6578. 


IN PREMIUMS, PRIZES {| | 1 (} 1 
ABD GTs, FS . ww es 


Makers of Wirld Famous Hickok Belts 


how's your 
industrial 
distributor 
coverage in... 


San Antonio and San Diego, Salt 
Lake City and Savannah, Sacra- 
mento and Saginaw, St. Paul and 
Shreveport? 


Getting the right number of indus- 
trial distributors—and in the right 
places—is the first step in building 
a successful distributor organiza- 
tion. And, it’s not an easy job. 


What does a distributor want to 
know before taking on your line? 
Obviously, he wants to know how 
it will profit him. If you can show 
him that your product is well 
known, has a ready market and 
offers a fair profit, he’ll listen. If you 
can point with pride to your dis- 
tributor sales policy, engineering 
and technical help and advertising 
support, so much the better. 


INDUSTRIAL DISTRIBUTION can help 
you attract new distributors. It’s 
the distributor’s business publica- 
tion—helping him do his job better 
and more profitably. 


INDUSTRIAL DISTRIBUTION reaches 
industrial distributors of all sizes 
throughout the country, whether 
general line organizations or spe- 
cialists. It is read by the executives 
who make the decision to add a new 
line. It’s the most logical place to 
talk business with industrial dis- 
tributors. 


INDUSTRIAL DISTRIBUTION’s all-paid 
distributor circulation is now at an 
all-time high. It reaches the largest 
audience of industrial distributors 
ever assembled. 


If you would like further informa- 
tion or help, write. 


Industrial 
Distribution 


A McGraw-Hill Publication * ABC * ABP 
330 W. 42nd St., New York 36, N.Y 
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Customers Make Headlines 
—In Tandy Direct Mailer 


When a prospect becomes a purchaser, Tandy Leather 


sends him a monthly newspaper-type direct mail piece. It 


cements friendly relationships, creates steady customers. 


Hobbycrafters like to display their 
work, and most human beings long 
to break into print. Tandy Leather 
Co., Ft. Worth, satisfies both these 
desires—and builds sales—with a 
newspaper-format-mailer which pub- 
licizes customers’ leathercraft achieve- 
ments. 

Leathercraft News is mailed month- 
ly to 350,000 hobbyist customers and 
prospects throughout the United 
States and in several foreign coun- 
tries. It gets some over-the-counter 
distribution in Tandy retail stores. 
“We consider Leathercraft News a 
key part of our sales promotions,” says 
Charles Tandy, president and sales 
manager of this Texas company whose 
1955 sales totaled $8 million. 


Human Interest 


Feature stories often tug at the 
heartstrings. Front page of the May 
1956 issue showed two small “bed 
patients” of Doernbecher Children’s 
Hospital, Portland, Ore., happily 
making Tandy Kuffy Mocs—super- 
vised by the hospital’s occupational 
therapist. (Caption: ‘Now, then, 
fellas—hospitals can be fun, too, don’t 
you think ?”) The April issue pictured 
6-foot, 200-pound Ed Weber of New- 
kirk, Okla., for 17 years paralyzed 
from the waist down, handmaking 
leather articles with the aid of a 
mobile work bench which slides across 
his bed and overhead equipment by 
which he pulls himself to a sitting 
position. Leathercraft News recently 
printed a letter from a Missouri man 
who, after three coronary attacks, 
found that “I can work with my hands 
and arms sitting down, and 
leathercraft keeps my arms and fingers 
from ‘freezing.’”’ Pictures showed 
this hobbyist-merchant’s shop and 
window displays. 

‘Typical news stories and pictures: 
West Point cadets attending an after- 
hours leathercraft class taught by the 
local Tandy retail store manager; 
homemakers’ classes; prize-winning 
Fair exhibits of leathercraft by Tandy 


customers; a Ft. Worth fireman’s 
between-alarms time devoted to mak- 
ing leather articles and off-duty hours 
spent in teaching this craft to the 
handicapped. The newspaper carries 
many photographs of Tandy cus- 
tomers and designs they have origi- 
nated, many accounts of financial 
profits. Next to seeing themselves and 
their work in print, they like best to 
read about other leathercrafters. 

This direct mail piece was estab- 
lished less than two years ago. It grew 
out of customer success stories which 
Tandy retail store managers sent to 
the home office. Editor A. G. Belcher 
devotes full time to Leathercraft 
News—terming himself the paper’s 
“editor, publisher, layout artist, print- 
er’s devil, advertising and promotion 
manager.” Inside pages carry Tandy 
advertisements of new leathercraft 
patterns and fashions, and of special 
values. Instruction material for both 
beginner and _ professional includes 
“Tips and Hints” contributed by 
readers. Each month the winning en- 
trant gets $5; other published “hints” 
bring their contributors $1 worth of 
Tandy merchandise. 


Readers Write 


Another reader-contributed column 
is “How to Sell Leathercraft.’’ Most 
Tandy customers sell at least part of 
their output; some make a living out 
of their hobby. A recent prize-winning 
contribution: 

“Sell a bag, or even give one, to 
a girl who works in a shop or 
mill which employs many women 
workers. She will be a: walking 
advertisement for your leather- 
craft articles. ... Another way 
to sell: My neighborhood shoe 
repairman has rented me a small 
space in his display case for the 
proceeds of one bag out of every 
six he sells. Very effective and 
inexpensive. . . .” 

This 12” x 1714”, eight- or 12- 
page “newspaper” produces many mail 
orders for Tandy’s Ft. Worth office. 
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It stimulates business for 76 retail 
stores (all selling Tandy merchandise 
exclusively) in 36 states, the District 
of Columbia, and Hawaii. Each issue 
of Leathercraft News lists all Tandy 
retail locations, inviting the reader to 
“visit the Tandy store nearest you.” 

Only volume customers get com- 
plimentary subscriptions. Introductory 
issues (usual maximum, three) are 
sent to each person writing for a 
Tandy mail-order catalog, and to such 
“volume” prospects as camp directors, 
and teachers of occupational therapy 
in hospitals and crafts work in schools. 
Each Tandy store distributes a limited 
number of copies over the counter. 

To discourage mere curiosity seek- 
ers and to make Leathercraft News 
appear more valuable, a subscription 
rate of $1 per year was instituted in 
January 1955. Without personal so- 
licitation many readers who had re- 
ceived it on a complimentary or intro- 
ductory basis immediately sent in sub- 
scriptions. Paid subscribers—mostly 
non-volume customers and prospects 
who live in towns having no Tandy 
retail store—still form only a small 
percentage of total readership, but 
their number is increasing. The End 


Marketing Data Guide 


Comprehensive, quick-look 
roundup of marketing and 
distribution information is 
provided in the Distribution 
Data Guide published monthly 
by the Office of Distribution, 
Business and Defense Serv- 
ices Administration of the 
U. S. Department of Com- 
merce. 

Now available at an annual 
subscription rate of $2 (for- 
eign, $2.50), the Guide con- 
tains annotations of selected 
current publications and re- 
ports covering advertising, 
basic census data, consumer 
buying habits, employment, 
inventory movements, market 
surveys, purchasing, popula- 
tion, sales management and 
many other areas. It_ lists 
materials from commercial, 
educational, professional and 
Governmental sources includ- 
ing Chambers of Commerce, 
trade associations, business 
publications, professional or- 
ganizations and foundations, 
university research bureaus. 
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"Valuable in 
.S@iLang," says-.. 


How To Help A Salesman Sell 


Not all products sell for $25,000. But even when the sales- 
man’s job is hardest, The Wall Street Journal's hold on readers 
paves the way, opens doors wider, builds pre-acceptance. In every 
field — nuts and bolts, services, ideas .. . The Wall Street Journal 
helps advertisers move prospects to action. That’s what salesmen 
appreciate. 


Circulation: 413,576 


THE WALL STREET JOURNAL 


NEW YORK * 


44 Broad St 
Published at 


DALLAS 
911 Young St. 


supple tary pr 
PI 


How to Capitalize on a Goof 


By a quick flip of the dialing finger, Northwest Orient Airlines at Detroit turned 
what seemed to be a junior-grade catastrophe into increased sales. 

The situation developed last December when the telephone company inadvertently 
dropped NWA'’s listing in the Yellow Pages of the new Classified Directory. North- 
west’s Detroit telephones almost stopped ringing. 

Complicating the situation was the fact that Detroit newspapers were tied up by 
strikes. They were no help in getting the telephones ringing again. 

Then Northwest's advertising agency (Campbell-Mithun, Inc.) discovered that the 
Detroit number, WOodward 3-3500, could be dialed by using the letters “Y—O-D-E-L” 
and adding zero zero. 


) A professional yodeler was hired to do a series of recorded spot commercials. They 
MA were loosed, at the rate of 66 a week, during January in a radio advertising campaign. 


| 2 The telephones began to ring again. The airline was swamped by calls, many from 
Kus curiosity seekers but many also from travelers. 
; The campaign was so successful the telephone company protested that the “Yodel 
zero zero” calls were tangling the WOodward intercept board. 

Also unhappy were NWA’s competitors. They estimated NWA’s business was up 
at least 10%, while it should have been off 20% because of seat-number reduction 
due to schedule changes. 

NWA didn’t say—but the sales boys were grinning. 


“This is the size we make for the Growing Greensboro Market!” 


| 
' 
| 
| 


To make sales roll to new highs in North Carolina, 
tell your story to the Growing Greensboro Market. 
In this concentrated market one-fifth of the state’s 
$3 billion in retail sales every year are made to 
one-sixth of the state’s population. 

Put your schedule on ball-bearings—with an ad- 
vertising program in the News and Record. It sat- 
urates the 12-county ABC Greensboro retail trad- 
ing area with more than 100,000 circulation—over 
400,000 daily readers. 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Sales Management Figures 
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YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 
plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


REPRINTS 


What It Takes to be a Manager, by 
John M. Fox. 
Reprint No. 326 Price 50c 


Salesman’s Stake in Cost Reduction, 
by Paul V. Farrell. 
Reprint No. 325 Price 5c 


How to Improve Your Business Writ- 
ing and Speaking, by H. S. Daniels. 
Reprint No. 324 Price 35c 


Learn How to Manage Your Time, by 
Earle M. Richardson 
Reprint No. 323 Price 5c 


Packages Command Stellar Role as 
Color TV Expands, by Alice B. Ecke. 
Reprint No. 322 Price 50c 


Emotionally Mature Attitudes: The 
Soul of Successful Selling, ty Jeff 
Coats. 

Reprint No. 321 Price 10c 


How to Estimate and Pay for Auto 
Costs, by R. E. Runzheimer. 
Reprint No. 320 Price 25c 


How Do You Measure Up? (A series of 
quizzes for self-analysis prepared by 
Research Institute of America, Inc.) 
Reprint No. 319 Price 10c 


Leadership: The Priceless Ingredient 
in Corporate Vitality, by H. W. Pren- 
tis, Jr 

Reprint No. 318 Price 50c 


Be Factual... Be Purposeful... Be 
Organized ... If You Want to Sell 
the P. A., by Garlan Morse. 

Reprint No. 317 Price 10c 


New Sales Chief’s First Job: Learn 
to Manage Yourself, by Earle M. Rich- 
ardson. 

Reprint No. 316 Price 5c 


The Bang-Up Sales Bulletin: Your 
Best Buy in Management Tools 
Reprint No. 315 Price 10c 


Your Salesmen Live in One of Six 
Worlds, by William L. McCaskill. 
Reprint No. 314 Price 10¢ 


How to Find, Classify, Contact Your 
True Market Potential, by Nathaniel 
R. Kidder and Francis E. Hummel. 

Reprint No. 313 Price 10c 
How to Help Your Husband Be More 


Successful, by Jack Wichert. 
Reprint No. 312 Price 10c 
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IN REFERENCE TO 


KEY MARKETS 


EDITOR AND PUBLISHER’S 
1956 MARKET GUIDE SHOWS... 


SAN DIEGO 
is BIGGER 


than 
SEATTLE, WASHINGTON 
KANSAS CITY, MISSOURI 
INDIANAPOLIS, INDIANA 
DENVER, COLORADO 
SAN ANTONIO, TEXAS 
MEMPHIS, TENNESSEE 
PORTLAND, OREGON 
OAKLAND, CALIFORNIA 
NEWARK, NEW JERSEY 


The successful sales efforts of national, regional 
and local advertisers prove conclusively that the 
easiest way to sell San Diego’s billion dollar 
market — at lowest cost per sale — is with the 
saturation coverage of these 2 great newspapers. 


San Diego Union 
AND 


EVENING TRIBUNE 
= 5) 


THE MOST 1s 
IMPORTANT CORMER 
SAN DIEGO. CALIFORNIAD va wee 


>’ 
COPLEY NEWSPAPERS - 15 “Hometown” Newspapers 
Covering San Diego, California — Northern Illinois — Springfield, 
Illinois — and Greater Los Angeles ... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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they never haunt you 


at a Sheraton Hotel 


Let’s be grisly for a minute. Let’s think of all the things that could go wrong at a 
convention: Tangled reservations; lost luggage; misguided tours; off-schedule meetings; 
too many people for too few rooms. 


But take courage. When you run a convention at a Sheraton Hotel, these spooks 
mysteriously vanish. 


For Sheraton has a convention staff that helps you handle every detail; helps 


you overcome every hair-raising problem. 


Sheraton Hotels have facilities that are out of this world. They offer the happy 
medium of their Closed Circuit TV Network. Their meals and accommodations have been 


praised from Bangkok to Boston. Service? Yours with a smile, sir! 


If you’re planning a convention — contact Sheraton first. Those ghosts won’t 
stand a ghost of a chance. Only one spirit haunts the halls of Sheraton. The helpful spirit 


of Sheraton’s convention staff. 


Executive and Sales Offices 
THE PROUDEST NAME IN 
470 Atlantic Ave., Boston 10, Mass. 


EASTERN DIV. BALTIMORE ROCHESTER CINCINN FRENCH LICK, Ind CANADIAN Div. 
NEW YOR Sheraton-Belvedere Sheraton Hotel Sherator Sibson French Lick-Sheraton MONTREAI 

rey A ene PHILADELPHIA BUFFALO ST. LOUIS ata ese 
Sheraton-Astor Sheraton Hotel Sheraton Hotel Sheraton-Jefferson PACIFIC Div. =o “ : ed 
Sheraton-McAl Opens 1957 DALLAS SAN FRANCISCO TORONTO 
Sheraton-Russ¢ PROVIDENCE MIDWESTERN DIV. Sheraton Hote Sheraton-Palace 

BOSTON Sheraton-Biltmore CHICAGO Opens 1959 S ANGELES 
Sherat Plaza SPRINGFIELD, Mass St ston-Bla Tow 
WASHINGTON Sheraton-Kimball Sheraton Hote Sheraton-May flower PASADENA 
Sheraton-Carlton ALBANY DETROIT INDIANAPOUS Huntingtor 
Sheraton-Park Sheraton-Ten Eyck Sheraton-Cadillac Sheraton-Lincoln 


Laurentier 


King Edward 
NIAGARA FALLS, Ont 
Sheraton-Br k 
HAMILTON, Ont 
Royal Connaught 


ton-Blackstone AKRON She vn H 
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USINESS” 
\ out beyond the traffic signals 
in the Rural Southwest! 


That’s where new wealth is produced. And 
that’s where The Farmer-Stockman is strong— 
where a farm magazine ought to be strong— 
with more than 


426,000 


rural families of readers! 


The Farmer-Stockman 


OKLAHOMA S-t3 ¥ e DALLAS 


Sales Management 
You do... lf you advertise in — ae 
the Sioux City newspapers — read 
by more than 300,000 daily readers 
throughout the rich 46-county Sioux- 
land Market Area. 


You Do . . . Because 


you can expect gratifying sales re- 
sults from this prime audience — 


READY, WILLING and ABLE to ‘ ‘ i 
BUY. Che Sioux City. Sournal 
Contact Our National Reps. NOW! JOURNAL RIBUNE 


Experienced Convention and Exhibit Manager 


A key position in Advertising Department of one of America’s 


leading TV-appliance manufacturers for man experienced in 
staging and coordinating sales conventions. Must also have 
thorough knowledge of planning, coordinating, and producing 
exhibits for trade shows, plus consumer exhibits such as Electrical 
Living Shows, state fairs, and other permanent exhibits. Chicago 
location, but national travel involved. Write, do not telephone, 
giving fully detailed résumé of experience, past earnings, and 


salary requirements, All replies will be held in strict confidence. 
Address Mr. E. |. Eger, Vice President 


Admiral CORPORATION 


3800 W. Cortiand St., Chicago 47, Ill. 


NEW BOOKS FOR 
MARKETING MEN 


Books reviewed or mentioned in_ this 
column are not available from SALES 
MANAGEMENT. Please order from your 


book store or direct from the publisher. 


Manufacturers’ Agents’ Guide. Published 
by Manufacturers’ Agent Publishing Co., 
595 Fifth Ave., New York, 17, N.Y. Price, 
$10. 

This new directory contains the names 
of some 9,000 U.S. manufacturers who 
sell through manufacturers’ agents. The 
list is alphabetized by company. The 
street address, the name and the title of 
the company executive—usually the sales 
chief—to be contacted and the principal 
product manufactured are provided. A 
typical sales contract between manufac- 
turers and agents is included 


The Giant's House. By Frederick Laing. 
Published by The Dial Press, 461 Fourth 
Ave., New York, N.Y. Price, $3.95. 


This novel deals with the career of one 
John Horgan. Horgan is a_ shrewd 
“founder’—manager of a chain of super 
markets. You—and your salesmen—will 
probably relive with the author the times 
when such super market owners put you 
through the ringer on price, then calmly 
demanded from you—and got—an adver 
tising allowance. Yet John Horgan is a 
charmer. The book is crowded with people 
who, out of greed, fear, respect and even 
love, have fallen under the Horgan spell. 
This is another on a growing list of 
successful novels built on sales-business 
situations which you will recognize 


How Power Selling Brought Me Success 
in Six Hours. By Dr. Pierce P. Brooks. 
Published by Prentice-Hall, Inc., Engle- 
wood Cliffs, N.J. Price, $4.95. 


For 20 years Dr. Brooks was an aver- 
age salesman; at 45 he lost his job. Then, 
through techniques he developed, he be- 
gan a new career, made a fantastic suc- 
cess through what he calls “power sell- 
ing.” He’s put his theories, with case his- 
tories, into this book. The book has been 
endorsed by such people as Jack Lacy, 
Elmer Wheeler, and Carol Lyttle, v-p, 
Dictaphone Corp. 


Der Leitfaden. Published by Wiily 
Stamm, ___ Essen-Stadtwald (Germany), 
Goldammerweg, 16. Price on request 


Ever since 1947 there has appeared in 
Germany this guide to press and adver- 
tising. The book deals not only with 
the advertising possibilities of the German 
press but also with other available media 
in that country. There are over 1,100 
pages and the leading publications of 115 
countries are included. The book is in 
the German language. 


215 Successful Door Openers for Sales- 
men. By David D. Seltz. Published by 
Prentice-Hall, Inc., 70 Fifth Ave., New 
York, N.Y. Price, $4.95. 

Here are tested, working plans which 
have been successfully used by salesmen. 
It's a down-to-earth treatment of such 
problems as how to by-pass receptionists, 
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how to personalize your approach, ap- 
proaches that get attention. All of the 
techniques, says the author, are easily 
adaptable to your specific needs. Author 
Seltz is a sales counselor and lecturer 
and a veteran salesman. 


How to Win Success Before 40. By 
William G. Damroth. Published by 
Prentice-Hall, Inc., 70 Fifth Ave., New 
York, N.Y. Price, $4.95. 


Mr. Damroth no stranger to SALES 
MANAGEMENT readers — has achieved a 
notable success at the age of 36: He set 
up his own sales consulting firm when 
he was 31, has served over 25 national 
accounts, including The Saturday Evening 
Post and Avon Products, Inc. Mr. Dam- 
roth provides such interesting material as 
check lists to help you determine what is 


MAKE YOUR NEXT SALES CONFERENCE 


For the best sales incentive program you 
have ever held; for top attendance at 
national, regional or district conven- 
tions; for greater enthusiasm at any 
group get-together ... charter one of the 
big, gleaming-white Great Lakes Cruise 
Ships—S.S. NORTH AMERICAN or 
S.S. SOUTH AMERICAN. 

Reservations now being made for 
1957 sailings and a few open dates still 
available during Sept., 1956. 

Right in the “heart of America” con- 
venient to all marketing areas, these 
cruise ships offer all the facilities of a 
large modern convention hotel. Avail- 
able for groups of 100 to 500 during 
May, June and September. Smaller 
groups accommodated during July and 


a 
ail-a-bration! 


... plan a 
Great Lakes 
Convention Cruise 


holding you back, and he helps you find August. Write for special literature. 


and develop your strengths. He also ad 
vises on budgeting your energies, man- 
aging your away-from-the-desk life, sug 
gests wavs of relaxing tensions. 


Successful Executive Action. By Edward 
C. Schleh. Published by Prentice-Hall, 
Inc., Englewood Cliffs, N.J. Price, $10. 


— - 
‘ile o wica™ ! 

wo 0? soure ne 
“ -—- >. @ 


ris a Fwenly Sith pn, ae 
BUCKEYE UNION (NSUBANCE 


° 

Each of the 18 chapters of this book is 
followed by graphic record pages which 
present specific questions to help you find 
the weakness or strength of an important 
factor in your own executive action; pro 
vide a logical procedure of analysis to 
help you see the whole picture as it is 
in your own firm. The author is a con- 
sultant in the area of organization and 
management planning. An _ especially 
valuable section is devoted to getting 
results from committees. 


7 REASONS WHY 
CONVENTION 
CRUISES 
ARE SO 


SUCCESSFUL BETTER ATTENDANCE Ap 
peals to every delegate. Everyone 


likes to travel 


room 
well-appointed bedr 
abins, lounge verandar 
barber shop, beauty Sa 
tail lounge 176 crew men 
your service 


m 


GREATER ACCOMPLISHMENT 
Maximum attendance at meetings 
No outside distractions 
ENTHUSIASM De 
sun bathing, dancing 
fine food, outstanding 


How Many Dollars for Advertising. 
By Albert W. Frey. Published by The 
Ronald Press, 15 East 26th Street, New ew ot ost 
. r ~ . atures QO Jy 
York, 10, N.Y. Price, $4.50. have eouneullal pata includes out 
FRIENDLIER ATMOSPHERE TN heave ant © 
Delegates kept together Become P a included at no extra ¢ 
better acquainted ' 


Write TODAY to: GEORGIAN BAY LINE 


W. R. Wingate 
Foot of E. 9th St. 871 7th Ave., Room 208 
Cleveland 14, Ohio New York 19, N. Y. 


A. A. Anderson 
111 Union Depot 
Duluth 2, Minn. 


MORE INTEREST New — 
~ J “Ts) >T 
new scenes, sightseeing ente 

rest, relaxation—PLUS 
for about same cost as rare 
ide room 
and trans 
eeting 


{ 


The author is an expert on advertising 
and marketing. In his new book he has 
covered the whole field of advertising, 
, advertising budgets and marketing meth- 
ods. The book will be interesting to any 
firm which is having difficulty in planning 
or executing its advertising campaigns, 
especially those with limited budgets. 
Numerous case histories of successful ad 


N. L. Chinnock 
Foot of Woodward Ave. 
Detroit 26, Michigan 


M. L. Murphy 
118 W. Monroe St. 
Chicago 3, lil. 


D. E. Poste 
205 Lackawarina Term. 
Buffalo 3, N. Y. 


Carter Judah 
campaigns are covered. 


Outline of Marketing. By William J. 
Schultz, Published by Littlefield, Adams 
& Co., 128 Oliver Street, Paterson, 1, 
N.J. Price, $1.50. 


This is one book in the famous college 
outline series. It is aimed, primarily, at 
the student of marketing but it would be 
helpful to anyone who is learning the sub- 
ject. It contains review questions as an aid 


First-of-the-Month Feature 


in reviewing the various iessons. 


How To Market Your Product Success- 
fully. By Walter Guild. Published by 
Parker Publishing Co., Englewood Cliffs, 
N.J. Price, $5.35 


TOOLS FOR SELLING 


This is a _ veritable encyclopedia of 
ideas and information, tested by top na- 
tional advertisers, It provides information 
on such vitals as how to develop a good 
marketing plan, how to create product ap- 
peal, how to locate prospects and how to 
sell your market. The author has success- 
fully marketed products for two decades, , 
is a welJ-known author on marketing sub- 


The content of this regular once a month SALES MANAGEMENT 
department is limited only by the ingenuity of the nation’s sales 
organizations and the companies that supply their needs. You'll pick 
up many useable ideas and be informed of new sales aids if you 
train yourself to read this column all the time. 
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TYPICAL OF MIDWEST farmers’ improved efficiency 
is Nelson’s new barn, remodeled from the structure 
shown in inset. Forced air keeps the building warm 
in winter and cool in summer. 


Thousands of “Midwest Nelsons” plan 
big farm expansion programs 


Midwest farmers, like Hamilton Nelson of 
St. Peter, Minnesota, are building, modern- 
izing, buying new equipment and machinery 
—expanding their production capacities for 
the big job ahead. 

What is the job ahead of them? It’s fur- 
nishing the food and fiber for a U.S.A. that 
is growing by more than 3,000,000 a year. 
We’ll be a nation of 228,500,000 people by 
1975. That’s an increase of 63,000,000—or 
more than the present population west of the 
Mississippi river plus Illinois and Wisconsin. 

A major part of the job will fall upon 
Midwest farmers who have the fertile acres 


and the know-how that produced $9.7 bil- 
lion in cash income in 1954, 64% above the 
average in the other 40 states. Average 
income per farm in 1954 was $9,168 com- 
pared with $5,568 for farms of the rest of 
the nation. 

. That’s why we say the next 20 years 
belong to the Midwest . . . why we say this 
“Golden Area”’ of agriculture is your golden 
sales opportunity. For mass coverage of 
this class market, advertise in the Midwest 
Farm Paper Unit, “first choice” with read- 
ers, dealers and advertisers—one order, one 
plate at substantial savings in rates. 
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FARMING IN THE MIDWEST IS BIG BUSINESS and 
getting bigger. The Nelson family recently acquired 
adjoining acreage, now operates 245 acres and has 
an investment in the property of well over $100,000. 
Farmers like Nelson are always in a buying mood. 
This spring he purchased his fourth tractor and 
additional new haying equipment. Repainting the 
barn, redecorating the interior of the house and 
many other big projects are ahead. 


NELSON !S CONSTANTLY ADDING NEW EQUIPMENT, like 
all progressive Midwest farmers. These bulk cooling tanks 
save. Nelson more than $850 a year—money he can now 
spend for other goods and services. 


LIKE A BUSINESS BOARD OF DIRECTORS, family FEEDING TIME FOR DAIRY CATTLE was cut with a 104-foot 
conferences run the farm. Average income for trough, built around the base of two silos. It can be filled in 
families in the 8 Midwest states was $9,168 in 1954 minutes. Nelson’s modern methods are typical of Midwest 
—almost double the average for the other 40 states. farmers’ ability to produce more, to feed more persons. 


atsanisteue FARMING IS BIG BUSINESS AND GOOD LIVING 


ae 


SALES OFFICES: 
35 East Wacker Drive 
Chicago 1... 
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“THE SHOW GOES ON...” 


| ea 

with EXHIBITS shipped like 
NORTH AMERICAN 

“WIFE-APPROVED” MOVES! 


Will your exhibit display look as attractive and sales-potent in 
Space 41E as it did in the sketch? It will—if it’s handled 

as safely* as a North American ‘‘Wife-Approved” move! 

North American Van Lines has made a specialty of delivering 
displays. We eliminate virtually all crating, with padded vans. 
Our dispatching network assures prompt pickup. We deliver 
door-to-door, on schedule. NAVL handles displays for 

leading exhibitors. 


NAVL “FOLLOW-THRU” SERVICE 

With agents everywhere—far more than any other van line 
—we can “follow-thru’”’ at any destination. See your local 
North American agent for details, or write for FREE Display 
Moving Brochure and name of nearest agent. 


Specialized NAVL Services: 


@ Exhibit Displays—door-to-door in padded 
vans, minimum crating. 

@ High-value Products—require no crating, 
no reassembly problem. 

@ New Furniture, Appliances, Fixtures— 
via NAVL-Creston Division, factory to 
dealer or user, uncrated. 

@ Transferred Personnel—‘'Wife-approved”’ 
moves that win employee goodwill. 

@ Moving Offices, Stores—less down-time. 

@ Modern Storage Warehouses everywhere. 


HIGHEST FINANCIAL RELIABILITY 
COPYRIGHT 1956, NAVL 
“WIFE- NORTH AMERICAN VAN LINES, INC. 
APPROVED” World Headquarters: Fort Wayne 1, Indiana 
North American Van Lines Canada, Ltd. + Toronto 
*AMERICA'S SAFEST MOVERS: winners ATA National 
Sofety Aword for household goods movers traveling 


over 500,000 miles. (North American vans average 35 
million miles per year !) 


WORLD-WIDE MOVING SERVICE BY LAND, SEA, AIR 


Spot TV Is Now 
$400 Million Medium 


National and regional spot tele- 
vision was used by 3,017 advertisers 
in the fourth quarter of 1955 to the 
tune of $103,872,000 for facilities 
alone. Expenditures for talent and 
production are not included. 

Oliver Treyz, president, Television 
Bureau of Advertising, Inc., has an- 
nounced that the organization here- 
after will make quarterly reports de- 
signed to put TV spot billings into 
focus so that they may be compared 
with those already regularly reported 
for newspaper, magazine and network 
television activity; also to show these 
spot billings by individual advertisers, 
so that each will have a basic, accu- 
rate and continuing knowledge of 
over-all and competitive activity 

‘The estimates are based on reports 
submitted by 267 stations which ac- 
count, according to Nielsen, for 90% 
of U.S. television viewing. 

Seven industries invested more than 
$5 million each in spot television d 
ing the final quarter of 1955: 


ur- 


Food & Grocery 

Products $27,106,000 
Alcoholic Beverages 9,446,000 
Drug Products 8,909,000 
Cosmetics & Toiletries 7,864,000 
Tobacco Products 6.440.000 
Confections & Soft 

Drinks 5,391,000 
Automotive 5.321.000 


During this same period of four 
months there were 200 national and 
regional advertisers who spent up- 
wards of $117,200 for spot television 
facilities. ‘he leading 20, as estimated 


by N. C. Rorabaugh Co., Inc., were: 


The Procter & 

Gamble Co. $4,064,600 
Brown & Williamson 2,739,100 
General Foods Corp. 2,004,000 
Sterling Drug, Inc. 1,893,000 
Ford Motor Co. 1,746,800 
Miles Laboratories, Inc. 400 
General Motors Corp. 423,700 
Robert Hall Clothes 245,500 
Bulova Watch Co. d 900 
Colgate-Palmolive Co. ,231,000 
Kellogg Co. 199,300 
Philip Morris & Co. : 700 
National Biscuit Co. : 500 
The Nestle Co., Inc. 600 
Liggett & Myers 2,100 
Anahist Co., Inc. 7,800 
Block Drug Co., Inc. 

The Coca-Cola Co. 
Campbell Soup Co. 
Warner-Lambert 
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Tide editorial staff intact for time being- wil 
h issue of Mey 19th. oy 4 enjoys about Us,’ 

position in ad world, 
with skilled and 


RAYMOND BILL Chairman 
of the Board and President, 
Bill Brothers Publications 
Director, Magazine Publish- 
ers Association; first chair- 
man, Advisory Committee, 
National Distribution Coun- 
cil, U.S. Department of 
Commerce. First president, 
National Sales Executives, 
Inc 


W. J. CARMICHAEL Vice 
President, Sales Manage- 
ment. Formerly with Sales 
Department of RCA 


PHILIP SALISBURY ... Editor 
and Publisher of Sales Man- 
agement. Began career in 
selling with Ingersoll Watch 
Company, became its na- 
tional sales manager at age 
24. A director of the Bill 
Brothers Publications 


JOHN W. HARTMAN .. . Execu- 
tive Vice President, director 
of sales, Sales Management. 
Vice President Bill Brothers 
Publications. Founder-part- 
ner of the advertising agency, 
Bacon, Hartman & Vollbrecht, 
Inc 


FREDRICK C. KENDALL 
Formerly Editor and Pub- 
lisher of Advertising & Sell- 
ing and Advertising Agency; 
prior to that managing editor 
of Printers’ ink. Recipient, 
Gold Medal, Harvard Adver- 
tising Awards 


MAKE 
MAGAZINES 
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HARTLEY W. BARCLAY... 
Publisher, Tide. Formerly In- 
dustrial Advertising Manager, 
The New York Times. Prior to 
that, Editorial Director of all 
Conover-Mast publications 
and Editor of Mill & Factory. 
Extensive service in industry, 
government and public rela- 
tions activities 


The vitality of a magazine is measured by 


the caliber of people who put it together 


issue after issue. 


people who will play a part in Tide... . 


RANDY BROWN, JR... . Vice 
President, Sales Manage- 
ment; Assistant General Man- 
ager, Sales Meetings. Form- 
erly Sales Manager Jay 
Publishing Company 


CHARLES J. STILLMAN... 
Division Sales Manager, 
Sales Management. Formerly 
New York Sales Manager for 
Printer’s Ink. Board of Direc- 
tors, Eastern tf club. Form- 
erly Putman Publishing Co 


WARWICK S. CARPENTER... 
Pacific Coast Manager, Sales 
Management since 1931. 
Recipient annual award for 
leadership in marketing, 
American Marketing Associa- 
tion. 


Here are a few of the 


WILLIAM McCLENAGHAN ... 
Vice President, Sales Man- 
agement; twenty years with 
Bill Brothers Publications. 
Former vice president and 
national sales manager posi- 
tions in industry 
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MCRGAN BROWNE Editor 
Tide since 1953, managing 
editor for six years previous 
Two years with NAM as di 
rector of Periodicals. Former 
manager of Scientific Book 
Club. Contributor to Ency- 
clopedia Americana 


DR. JAY M. GOULD Direc- 
tor of Research, Sales Man- 
agement, Bil! Brothers Publi 
cations, and the “Survey of 
Buying Power.’’ Formerly 
staff economist, Business 
Week; was Director of Mar 
ket Research, Econometric 
institute 


Pantages 
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A. R. HAHN . Executive 
Editor, Sales Management. 
Joined Bill Brothers Publi- 
cations in 1928. Former 
chairman, New York Business 
Paper Editors; Member, 
Executive Gommittee, Na- 
tional Conference of Busi- 
ness Paper Editors 


MADELEINE SINGLETON... 
Advertising Service Manager, 
Sales Management. Nine 
years in Sales Management's 
editorial, advertising and 
promotion departments 


LAWRENCE M. HUGHES... 
Feature Editor, Sales Man- 
agement. Formerly Executive 
Editor, Advertising Age, and 
Editor of Sponsor; originated 
first advertising news column 
in the New York Evening Post, 
1926 . . . later appearing in 
New York Sun. 


CAROL B. TOLLEY Man- 
aging Editor, Tide. Joined 
Tide in 1948, has worked in 
all departments advertis- 
ing, promotion, editorial, re 
search 


JOHN CALDWELL Man- 
aging Editor, Sales Manage- 
ment. Joined Bill Brothers 
Publications in 1945. Form 
erly Associate Editor of 
Steel. 


HELEN HOWARD Manager, 
Readers’ Service Bureau, 
Sales Management. Joined 
Bill Brothers Publications in 
1926 


ROBERT E. SMALLWOOD 

Senior Vice President and Di- 
rector of Circulation, Sales 
Management. Joined Bil! 
Brothers Publications in 
1926. Chairmari, ABP National 
Circulation Roundtable 


ALVIN OUTCALT . Assist- 
ant Editor for Tide’s features 
and public relations depart- 
ments. Came to Tide in 1953 
from Lever Brothers Co 
public relations department 
First president of National 
Association of Junior Achieve- 
ment Companies 


ROBERT C. NICHOLSON... 
Assistant Managing Editor, 
Sales Management. Formerly 
managing editor of Tourist 
Court Journal. Prior to that, 
a member of sales and ad- 
vertising department, Mer- 
genthaler Linotype Company 


GERALD T. O'BRIEN . Divi- 
sion Sales Manager, Sales 
Management. Formerly as- 
sistant to promotion manager 
and research associate, 
McGraw-Hill Publishing Com 
pany 


C. E. LOVEJOY, JR. Senior 
Vice President, Sales Man- 
agement. Began career with 
Sales Management in 1923, 
a director, vice president and 
Midwest manager of Bill 
Brothers Publications 


KENNETH SCHWARTZ... 
Formerly associate editor, 
Forbes Magazine, and UP 
correspondent in New York 
and Canada 


PHILIP PATTERSON .. . Sales 
Promotion Manager, Sales 
Management. Formerly Asso- 
ciate Managing Editor, Sales 
Management. Member of the 
board, New York chapter, 
Sales Promotion Executives 
Association and National 
Visual Presentation Associa- 


\ 


ALFRED HONG .. . Assistant 
Director of Research, Sales 
Management, Bil! Brothers 
Publications and the ‘Survey 
of Buying Power." 


W. E. DUNSBY Senior 
Vice President, with Sales 
Management 20 years. Form- 
erly Advertising Age. 


PHILIP HARRISON Gen 
eral Manager, Sales Meet- 
ings. Formerly publisher of 
3 business publications 


RALPH WILSON With Bill 
Brothers Publications for 15 
years as Treasurer and Comp- 
troller. CPA formerly with 
Ernst & Ernst 


LAWRENCE W. BELL... 
National Authority on incen- 
tive advertising 


TIDE to be a Bill Brothers Publication 


Effective with the issue dated May 19, TIDE will 
be published under the active management of the 
Bill Brothers publishing organization, publishers for 
nearly thirty years of the successful and widely re- 
spected SALES MANAGEMENT, the magazine of 
marketing, and nine other outstanding business jour- 
nals in merchandising and technical fields, several 
of which have been published for more than fifty 
years. 


The coming TIDE will be devoted to the interests 
and problems of the policy making advertising exec- 
utives of important national advertisers and their 
advertising agencies. It will be as clear cut and 
specific in its direction toward that increasingly 
important and complex field of advertising as SALES 
MANAGEMENT has been ( and will continue to be ) 
in serving the needs of the sales executives of the 
nation’s leading marketing organizations. The two 
magazines will carry on as distinct and separate 
entities and will be complementary to each other. 


We feel strongly that the present editors of TIDE 
have been turning out an increasingly more inter- 
esting and valuable magazine, and we are happy to 
announce that the entire editorial staff of TIDE will 
continue at their posts under our management. They 
and the other staff members of TIDE will be able to 
draw upon the human skills, experience and the 
editorial, research, circulation and business resources 
of the Bill Brothers organization in our offices in 
New York, Chicago, Washington and other cities. 


We firmly believe that advertising executives 
need, desire and will welcome a magazine exclu- 
sively edited for them. It is, therefore, our objective 
to do the same effective job for the ADVERTISING 
EXECUTIVE that SALES MANAGEMENT is now 
doing for the SALES EXECUTIVE. 


TIDE will continue its emphasis on marketing. 
While extensive research verifies that “marketing” 
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means many things to many people, it should be 
remembered that for many years SALES MANAGE- 
MENT magazine’s sub-title has been “The Magazine 
of Marketing.” Modern marketing has become so 
important and so complex that it needs specialized 
publications for the two most important execu- 
tives who are the leaders in marketing . . . the 
SALES EXECUTIVE and the ADVERTISING 
EXECUTIVE. 


We urge you to watch coming issues for features 
and techniques designed to augment the editorial 
service rendered by TIDE. The improvements will 
be steady and sound, rather than sensational in 
character. 


The best features of TIDE will be continued and 
others will be added. The aim throughout will be 
qualitative rather than quantitative and this prin- 
ciple applies to readers as well as editorial content. 
TIDE will concentrate on serving advertising at the 
executive level with useful and valuable information, 
research, interpretation and leadership. 


We are confident that TIDE will grow and pros- 
per by virtue of the service which it renders to its 
readers and advertisers. Now and at all times we will 
welcome the friendly suggestions and counsel of the 
important army of loyal TIDE readers. 


With the vastly increased facilties now at its dis- 
posal, we are confident that TIDE will maintain a 
position of increasingly greater usefulness to adver- 
tising in the most challenging period of its history 
and the most promising as to future expansion and 
stature. 


We look forward with great pleasure to a long, 
friendly association with TIDE’s readers and 
advertisers. 


“T Jo menct 7 Sll 


Chairman of the Board 
Bill Brothers Publishing Corporation 


For Advertising Executives... 


Tide 
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A SYMPOSIUM in which principals in five 
product and package design organizations 
express their views on packaging as it is be- 
ing affected by the candid eye of the color 
TV camera. 


Contributing: 


Lippincott & Margulies, Inc. 


Frank Gianninoto & Associates 


Jim Nash Industrial Designers 


Egmont Arens, Industrial Design a aes ——_ 
: y ‘- Orr 
Koodin-Lapow Associates 


Packages Command Stellar Role 
As Color TV Expands 


... but the impact of color TV on sales qoes far beyond the 
technicalities of adaptation of package design to the oppor- 
tunities of a new medium. 


. The emotional appeal inherent in color TV is 
firing a new wave of interest in color as a 


3. A new approach to packaging thinking is 
evidenced by the initiation of wider research 


sales and merchandising tool. Reappraisal of 
package dress leads forcibly into extended 
application of color to the product itself... 
and to a closer look at color in today's homes 
as a background to family tastes and living 
standards. 


. In many a company where packaging has been 
short-changed on attention from top manage- 
ment, the whole matter of product dress is 
now on the agenda in the "upstairs" office. 


to develop a basis for more scientific packag- 
ing...research in such areas as trademark 
recognition, consumer needs and motivations. 


. The heat is on the die-hards who fear changes 


in long-established packaging practices, The 
pressure arises either because the company 
itself sees color TV in its future, or because 
competition is already exploiting the merchan- 
dising advantages of up-to-date package 
design. 


Planned and developed 
BY ALICE B. ECKE 


Senior Associate Editor 


THE PHOTO: It was color TV that triggered the widely publicized Philip Morris 
package redesign project. John R. Latham, PM brand manager (left) compares new 
package with the old, held by Tom Christensen, PM advertising manager. 


MAY 20, 1956 


Color TV: Signal for 
A Full-Dress Attack 
On Package Redesign 


The time is now to draw on the techniques of research 


and to reappraise the merchandising and use-functions of 
the package. Object: A design that's “right all around" 


in sales appeal as well as right for TV presentation. 


BY GORDON LIPPINCOTT and WALTER MARGULIES 
Lippincott & Margulies, Inc. 


The booming packaging industry— 
a $12-billion business today—is fin- 
ally becoming scientific in method and 
testing, and color television is with- 
out question a vital spark plug in the 
whole operation. 

Possibly one of the most valuable 
contributions color TV has made 
thus far has been to set various im- 
portant wheels into active motion: a 
greater awareness of the importance 
of color itself — color psychology 
studies, color uses, new applications, 
influences, effects; a keener aware- 
ness of the need for all types of re- 
search, including buyer motivation 
studies. 

When, for example, you see a com- 
pany like General Mills going out 
to determine precisely what “Betty 
Crocker” means to consumers—after 
more than 20 years of successful 
Betty Crocker brand name and en- 
dorsement — you know that more 
thorough research is finally getting 
its due attention. These stimuli are 
surely as important as the dramatic 
dynamism which color TV _ offers 
as a potent new selling medium. 


A good package is a good 
package: There is no “how to de- 
sign packages for color TV.” Manu- 
facturers who are told they had bet- 
ter “re-do” their packages for color 
TV are told in effect that they had 
better redesign. Color TV does not 
discriminate against a good package. 
If anything, color engineers, techni- 
cians, prop and make-up men do all 
they can with lighting, spraying, 
background chips, and over-all color 
composition to make the most of every 
picture. A poor package on color TV 
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is a poor package. In fact, color TV 
brings a package across with such 
impact that the good are likely to 
look better, while faults of a poor 
package are magnified. 


TV—a two-way circuit: When we 
discuss “packaging for color TV,” 
we are talking about a current that 
runs in at least two directions—from 
the TV screen to the super market 
shelf, and back again. After all, our 
goal with color TV, as with all ad- 
vertising, is to build buy-reasons. 
Then, at the point-of-purchase, we 
want instantaneous recognition of the 
product, immediate recall of some 
advertising copy—enough at least to 
reinforce buy-reasons—and finally, a 
quick buy-decision. The product— 
and its package—you spend X mil- 
lion dollars to advertise on TV, does 
a fadeout unless your TV _ viewers, 
turned super market shoppers, see 
and recognize it on the super market 
shelf, in the cooler, on the counter, 
on the floor, in a basket display, at 
eye-level, at toe-level. 

While color TV does not discrim- 
inate against a good package, neither 
is it a panacea for a poor package. 
Powder and paint—as for the lady— 
don’t make a package what it 


“ain't.” 


Simplicity and dominance: When 
it first came along, black and white 
television caught many packages over- 
dressed — busy and cluttered with 
type and devices that did not register 
and that had to be stripped out be- 
fore they could be put “on camera.” 
Many such doctored, dummy pack- 
ages are still used for TV, while the 


Face Lifting 


NEW: That “outdoorsy” feeling. 


OLD: Not an antique, but dated. 


shelf packages are different. 

Color TV again emphasizes the 
need for clean lettering, over-all sim- 
plicity, and one dominating element 
—a single, strong, focal point. If 
there are any key words for packag- 
ing today—for color TV, for the 
shelf, for all media—they are sim- 
plicity and dominance. Without these 
elements, initial identity for the prod- 
uct is difficult, and memory value is 
killed before it has a chance. We 
need to provide “remembrance imag- 
ery’ to spark recall, particularly at 
purchase point. Color alone should 
not be relied on to hold the field for 
a brand. It can be a major identify- 
ing factor for a product — a vital 
factor—but it is only one element in 
over-all design. 

We make a strong case for a single, 
dominating focal point — a brand 
name identity device—for still an- 
other reason. Just as there are differ- 
ences in flesh tones as they come 
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SAAS =—__, 


—— 


INSIDE UNIT: It utilizes the same leaf motif adopted 
for the outside of the package. Nice functional touch: 
stripes serve as measuring marks for the cook. 


& 


PRELIMINARY STORYBOARD PLANNING for Nucoa’s 


TV commercials shows leaf design in full camera. Later 
it dissolves back and returns to its place on the pack- 
age. Note how leaf is used not only for name, but for 
single words of copy the company wants to emphasize. 
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oat te Re Wright sew postage ott mee on 


More of Nature's own Get Up and Grow! 


If you bad all the money in the world, you couldn't buy 
a better spread than aew enriched Nucas 


It's New! 
Enriched! 


—so pure it's digestible even for babies 


A GOOD PACKAGE must be effective for printed-page adver- 
tising, too. Here it’s given giant stature by contrast with 
figures of mother and child. Note repetition of leaf motif. 


ee CO" 
nucoa 
eal micoa 
nic 


POINT OF PAY-OFF: Visibility is so high shopper could 
scarcely miss seeing the product even in a crowded refrig- 
erator. High memory value of leaf symbol 
messages seen in printed media or on TV. 


recalls sales 


\) eo 
Pocouins 
MAND CREAM 


new 


UPDATED PACQUIN: Product is not yet on TV, but color values chosen for 
redesigned unit are right for color TV if and when that medium becomes a 


part of the advertising plan. 


Old package is shown at the right. 


New design 


employs combinations of purple and gold, soft red and gold, turquoise and 
gold, to differentiate among various creams in the line. 


TV TESTS reported “OK” on new Bromo Seltzer package. Here different panels 
meet varying needs, (L. to r.) Simplified panel for behind-the-counter display 
in apothecary-type stores; big-photo panel is suitable for both counter and 
shelf display; panel embodying mandatory copy; horizontal panel for mass 
display in self-service outlets, playing up new logotype. 


through the color TV camera, so are 
there minor differences in the shad- 
ings of reds, blues, and greens, for 
example. An outstanding memorable 
image or trademark or lettering 
which brands the package and prod- 
uct as yours is therefore essential. 


Breaking through the language 
barrier: Like the chain reaction 
color TV itself has stimulated, it is 
also part of the round robin. This 
means we can really utilize color TV 
—perhaps more so than any other 
medium — to get initial identity of 
our brand name and keep its display 
position secure in the super market, 
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or even better it. We can do this 
through advertising and design. And 
we can do it even better today with 
the products of research—finding out, 
for example, what people seek in a 
particular product and how we can 
best express this on the surface de- 
sign, or in the product itself. We 
are learning to rely less on copy, 
names, and words and more on mean- 
ingful images and pictures in order 
to break through this “language bar- 
rier” of brand-name saturation. 
Color TV has sparked another 
vital development: closer communi- 
cation between advertising agencies 
and designers. You see them today 


working together in network color 
clinics, or in somebody’s office or art 
department. Here, too, we are de- 
veloping and progressing. Our com- 
mon goal of communicating a mes- 
sage is bringing our ideas and our 
techniques closer together. We are 
beginning to define burdens that the 
package and advertisement each 
should—or should not—carry. 


Appeal to the family and con- 
temporary style: Another considera- 
tion is the fact that color TV brings 
the super market to the living room 
where family groups are gathered. 
With more and more purchases the 
result of pre-sale family consulta- 
tions, we might do well to appraise 
the breadth of our package appeal. 

Not least, today’s packages on 
color screens will be viewed in rela- 
tion to home surroundings—the bet- 
ter-styled, better-fashioned, taste- 
fully color-rich homes of today. How 
they look in these environments is 
another aspect for appraisal. 

It might be helpful to look at 
several case histories: 


For the Emerson Drug Co., 
Baltimore, maker of Bromo Seltzer, 
the goal was to improve package 
design to step up sales and to 
better relate Bromo to the new 
market environments and new 
competition in which it finds itself 
after 68 successful market years. 
We did not redesign specifically 
for black and white or for color 
TV, but we certainly tested its 
effectiveness in that medium. 


Consumer and market research by 
Stewart, Dougall & Associates and 
our own design audits determined 


that consumers associated most 
strongly a “blue and white” imagery 
with the product. Lennen & Newall, 
Inc., Emerson’s advertising agency, 
plowed right along with us. 

The new design is dark blue— 
black lettering on an _ uncluttered, 
slightly off-white package face. Sim- 
plicity of lettering and over-all design 
give dominance to bold brand name 
lettering. See photo, left. 

On color TV, the blue, black and 
white imagery and clean, bold letter- 
ing get initial identity across in a 
flash. At the point-of-purchase the 
memorable package face is easily rec- 
ognized by consumers. Even the 
“Bromo” part of the name has been 
visually emphasized within the logo- 
type design, following colloquial 
usage of the name. The bottle was 
given a refined shape better suited to 
the product, and a new, smooth-side 
measuring cap—better looking and a 
distinct functional merchandising ad- 
vantage. 
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One of our most interesting pro- 
jects last year was package redesign 
for Best Foods’ Nucoa. Here, too, 
motivation and design research set up 
guideposts for redesign: We needed 
to provide a fresh “outdoorsy” look 
for the product, a stronger package 
for competitive mass display, and in- 
creased appeal for women. Focal 
point of the new package is a yellow 
Nucoa logotype against a dark blue- 
green leaf. It is, in fact, this leaf 
symbol that opens Nucoa’s TV com- 
mercials. The leaf is featured full on 
camera, and then gradually dissolves 
back onto the new soft blue-green 
package. The colors are fresh and 
wholesome. This device, with the 
over-all design, is doing a particularly 
strong job on TV—and in all media 
—both color and black and white. 
It is unique and powerful in identity 
and simultaneously connotes a favor- 
able product association with health, 
“goodness,” and quality. 

General Mills is another example 
of good shelf package design that has 
no problems for color TV. Motiva- 
tion research of its long-successful 
“Betty Crocker” endorsement and 
brand name showed that women look 
to “Betty Crocker” for friendly guid- 
ance in their homes. To express this 
quality—and to provide a unique de- 
vice to dominate competition — we 
turned the existing red oval into a 
more meaningful Betty Crocker spoon 
symbol, a familiar, friendly house- 
hold tool. 

Applied to all packages in the 
Betty Crocker line, the spoon symbol 
also sparked over-all redesign for 
General Mills packages. The result 
is packaging with “shelf dynamics” — 
packages that move off shelves faster. 
The strong and memorable visual tie- 
in of the spoon—from advertisements 
to point-of-purchase—is another ex- 
ample of a single, dominant focal 
point that does a selling job. 

Pacquin, Inc., undértook jar and 
label redesign that did not snub the 
’ possibility of future use of color TV. 
To begin with, we softened the jar 
contours and replaced the dark-col- 


Credit lines: Nucoa (pages 90 and 91) 
packages by Marathon Paper Box Co. 
and Fiber Products Corp. Pacquin 
jar and cap by Hazel Atlas Co.; label 
by J. C. Dillon. Bromo carton by 
Kiefer Folding Box Co.; bottle by 
Maryland Glass Corp.; cap by Phoenix 
Cap Co. Betty Crocker packages by 
Corson Paper Boxes, Waldorf Paper 
Products and Chicago Carton Co. All 
designs by Lippincott & Margulies, 
Inc. 
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ored cap with a smooth-side creamy 
white closure. Then we softened the 
purple and red of the different skin 
cream labels and introduced gold for 
a quality look. The new packages 
now have mass display impact, “van- 
ity table allure’ for important in- 
home display, and are outstanding in 
color values for color TV. 

Animation: A number of manu- 
facturers are looking at their pack- 
ages for possible TV animation of 
their trademarks or other character- 
izations. Where use of such devices 
has been established as a “‘sell plus,”’ 
we heartily endorse it. But where the 
device is strictly that—just a device 
—we send up a red flag of caution: 
Do you know what the clown is 
saying about your product — and the 
company behind the product? If this 
product is not a gay, “fun” item, but 
something to increase the flow of 
liver bile, watch out! 

The point is that a good package 
is flexible. It adapts itself to por- 
trayal in all media without weaken- 
ing its identity, product connotation, 
or impression. 

In summary, color TV should not 
be the requisite for package redesign, 
nor can we rely on color alone to get 
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our package and our message across. 
We need packages that are easy to 
read, clean and uncluttered, with one 
dominant element. We need an over- 
all design that commands attention 
and holds the eye without fatigue, a 
visual impression that gets through 
quickly and is memorable so that 
point-of-purchase recognition is im- 
mediate. We need a package design 
that believably tells the product story 
of quality, contents, and use. These 
are requirements of good shelf or 
point-of-purchase packaging. They 
are certainly essentials for color TV. 

We do envision new experiments 
in packaging and design — many of 
which will be sparked by color TV. 
We expect to see, for example, dis- 
tinctive package shapes explored. We 
foresee even greater skill in welding 
elements of display and product appeal 
with brand identity dominance. 

And who can tell? By the time 
we are saturated with color, and 
monochrome sets are slightly out- 
dated, who knows but that in the 
midst of color, color everywhere, 
somebody doesn’t come up with a 
new, bold, daring package—in stark 
black and white! The End 


(Packaging section continues on pg. 96 


UBIQUITOUS BETTY: She’s GM’s Betty Crocker, one of the most valuable 


fictional characters in American business. 


What’s new: use of spoon 


symbol to “express the friendly kitchen helper quality homemakers look 
for in BC. Device acts as strong tie-in with advertising in all media. 


here comes another thoroughbred... | 


CHAMPION! 


een s - 


Make a list of the fastest-moving 
Westerns in television, and you’re bound 
to include Annie Oakley, Range Rider, 
Gene Autry and Buffalo Bill, Jr.— all 
produced by Flying A Pictures. And now 
there’s another Flying A thoroughbred — 
The Adventures of Champion, starring 
Champion the Wonder Horse...the story 
of a wild stallion, a boy and his dog 


in lawless cattle country. 


One of the best-known animal heroes in 
showbusiness, Champion has been featured 
in more than 100 television programs, 

85 motion pictures, all of Gene Autry’s 
tours and Championship Rodeos... and 

in Champion comic books with annual 


sales of more than three million copies! 


On the CBS Television Network, 
The Adventures of Champion 
clocked a 17.9 rating at 7:30 pm* 
—a neatly balanced audience 
of 26% men, 29% women and 


45% children.** Which bears 


i 


out Billboard’s evaluation: 

“Champion is solid enter- 
tainment... excellent production ... over ° 
all, the kind of fare that parents can 


sit down with their children to watch!’ 


The kind of fare you'd do well to look 
into... by calling CBS Television 
Film Sales, distributor of the fastest- 


moving films in television. 


CBS TELEVISION FILM SALES, INC. 
New York, Chicago, Los Angeles, 

Detroit, San Francisco, Boston, Atlanta, 
Dallas and St. Louis. Distributor in 


Canada: S. W. Caldwell, Ltd. 


*Nielsen— Nov. 1955 (first report) **ARB—Nov. 1955 


These Six Qualities 


way 


Make a Package 


>" 


Good for TV — 


And Good for All-Around 


Sales Effectiveness: 


1. A GOOD PACKAGE has arresting accents. The elements of design should catch 
the customer’s eye and hold it. Example: The curved swan’s neck on the Swans- 
down container breaks up the horizontal and vertical pattern created by packages 
and shelves in the grocery store. 


The Net of TV Influence: 


Speed-up in Package Redesign. 


BY JIM NASH ©* Jim Nash Industrial Designers 


Even though a package is to be 
featured in numerous television com- 
mercials, the most important criterion 
for successful design still is how well 
the package on display in a store 
attracts customers. Television, like 
newspaper and magazine advertising 
space, is a pre-selling medium. A 
prospective customer cannot reach 
into the TV screen and buy the 
item advertised when she sees it. 

In my opinion, color television im- 
poses no special limitations on pack- 
age design. Ihe same basic techniques 
and principles of good design that 
apply to a package on the shelf apply 
to the package on the television 
screen, If color television is to have 
any effect on design, it will be from 
the point of view that it focuses the 
audience’s attention more strongly on 
the package, and the importance of 
good design is thus made more vital. 
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As color television develops, it will 
hasten the redesign of packages that 
are now doing an ineffective job in 
the market place. 

In some cases, the producer of a 
television commercial may find it 
necessary to touch up the package, as 
is now done in black and white tele- 
vision, to emphasize certain elements 
of design, or to play down color con- 
flicts. However, the color camera 
should require less package retouch- 
ing than the black and white, since 
skillful lighting and the proper choice 
of background color should provide all 
the emphasis needed. 

The background of color in a TV 
commercial featuring a package is of 
the utmost importance. The back- 
ground should be simple to make the 
package stand out, and it should 
complement the package design rather 
than detract from it. A plain back- 


‘Under 


ground, for instance, will project tne 
package toward the viewer, and light- 
ing effects may be used to dramatize 
the package. 

Color television is definitely sub- 
ject to the human element. Each per- 
son sees colors differently, and the 
color TV receiver is equipped with 
three dials for adjusting three pri- 
mary colors: red, blue and green. 
However, the viewer will use these 
dials to get a clear and vivid picture 
—not to change the color values in 
a scene. In judging the correctness 
of the color adjustment, he is most 
likely to use flesh tones as a standard 
of authenticity. 

The quality of reception is a color 
TV hazard. Conditions that cause 
poor black and white reception also 
affect color television. Interference 
and poor reception in “fringe’’ 
are bound to distortion. 
such conditions the distinc- 
tiveness of the shape of the package 
will assume more importance. The 
shape and general outline of the pack- 
age, as well as the brand name, will 
help to identify the product when 
color reception is poor. 

To do a good selling job, a package 
should be designed to be speedily rec- 
ognized, regardless of its size. What 
makes a package effective on the shelf 

and on the TV screen — can be 
summarized in a six-point analysis as 
shown in the picture sequence. 


areas 


produce 
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bols that can be found. Example: 


6, A GOOD PACKAGE has a quality 
appearance. This important element is 
frequently the deciding factor between 
closely competing items at point of pur- 
chase. Example: Kingsbeer label, col- 
designs create luxury 
feeling by use of transparent blue ink 


Old bottle at left. 


lar and crown 


on aluminum foil. 


Credits: Swansdown cartons by Keller 
Crescent Co., Skinner wrappers by Kala 
mazoo Vegetable Parchment Co., Beards- 
ley wrappers by Marathon Corp. Lipton 
cartons by Federal Cartons. Aunt Jemima 
wrappers by R. R. Donnelly Co. Kings- 
beer crowns by Crown Cork & Seal Co., 
Ltd.; bottles by Consumer Glass Co., Ltd 
and Dominion Glass Co., Ltd.; aluminum 
foil labels by Aluminum Rolling Mills, 
Ltd. All designs by Jim Nash. 

(Packaging Section continues next page. 
MAY 


20, 1956 


“ae 


PACKAGING FOR TV—CONT. 


sii 4 


a 
ee - 


2. A GOOD PACKAGE tells the customer what it contains 
in the simplest words and most expressive pictures or sym- 
New package (right) for 
Skinner raisin wheat identifies contents through both words 
and pictures and adds element of appetite appeal. 


3, A GOOD PACKAGE has good design organization, 
presents elements to induce certain sequence of obser- 
vation. Example: Aunt Jemima box has many units, 
but movement is naturally toward “how to” represented 
by recipe. Makes preparation seem quick, easy. 


Comtams 3 PRCAAGES 


= (00 eres Ute 


CONTAINS 3 PACKAGES 
«788 seewmmes tate 


CHICKEN 
NOODLE 
souP 


4. A GOOD PACKAGE quickly and clearly registers brand identification. 
This is one of the major purposes of the whole sales and advertising 
program. Example: Brand identification is the dominant feature of the 
new Lipton soup packages on the right. Old packages, shown at left, 
were cluttered, difficult to recognize in advertising or on store shelf. 


Quick Prozer 


FISH SAKES 


Of Ep FRIED 


5. A GOOD PACKAGE more often than not can show the use of the prod. 
uct in full realism by illustration in color, capitalizing on appetite or other 
strong appeal. It’s granted that some products do not lend themselves 
to this treatment. Example: Use of product is clearly demonstrated by 
Beardsley codfish cakes by an illustration of the entire contents of the 
package, plus an insert of one life-size good-to-eat-looking codfish cake. 
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DOWN THE DRAIN went 100 years of tradition when Philip Morris redesigned. 


We're on a Color Spree, and 
TV Intensifies the Impact 


Three important factors in the current sales picture which 
are bringing changes not only to packages, but to products 
and merchandising techniques: 


|. The heightened emotional effect of color TV is stimulating 
wider study of color usage on all fronts to learn more about its 
influence on consumer reaction and choice. 


2. Because the package is the heart of the color TV commercial, 
manufacturers are quicker to see the need for an effective package 
as a key element in getting full value out of the big TV investment. 


3. Fear of change in package design is giving way as manage- 
ment, under the brutally candid eye of the TV camera, sees the 
package as it really is, sees package faults magnified on the color 
screen. 


BY EGMONT ARENS 


Egmont Arens, Industrial Design 


No one can say, for certain, just 
what has been responsible for the 
current color ‘explosion. But it’s here 
And it has been a phenomenon of 
truly atomic proportions. The fall- 
out is settling on everything from 
refrigerators and cars to bobby pins 

We do know that continued pros- 
perity has a strong effect on the pub 
lic demand for color. Back in the 
twenties, for example, du Pont kept 
a chart of paint colors sold to auto- 
mobile manufacturers. Bright hues 
dominated. But come the crash, that 
changed. By 1932 more than 80% 
of all new cars were being painted 
in black and dark shades of gray, 
blue and maroon. This type of color 
demand on automobiles lasted until 
after the war. We seldom saw a red 
or yellow car unless it was a taxi. 
What’s happened ? 

Now America is on a color spree. 
There seems to be no color, however 
wild and improbable, that won't 
strike a lot of folks as just the thing 
for their family chariot, 

But our color spree today is not 
based on prosperity alone but on a 
new and strong factor in the public 
mind: the demand for change. To- 
day people’s lives are changing more 
rapidly than in the past. Millions of 
families have moved from cramped 
city quarters to freer suburban life. 
Vast technological advances make 
daily headlines. In this setting, and 
with our long continued prosperity, 
people have a huge appetite for every 
kind of new product. 
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PACKAGING FOR TV—CONT. 


Here is where color plays such an 
important part. For it gives an air 
of newness to many products that 
have actually been marketed for many 
years. That is one reason why ranges 
and refrigerators are departing from 
hospital white, why cars are bloom- 
ing in thousands of garden hues—and 
many that were never seen in the 
garden. 

And color television will increas- 
ingly become a more vital element in 
the color explosion. 

There is no doubt that one of the 
fields most affected by color trans- 
mission will be that of packaging. 

Today, color TV is on the verge 
of becoming the most potent market- 
ing tool in the entire advertising kit. 
RCA’s multimillion-dollar appropria- 
tion for new and enlarged color stu- 
dios recently is just a starter. I pre- 
dict that in 24 months, or by the 
end of 1957 at least, half of our 
major TV advertisers will be beam- 
ing their programs on color as well 
as black and white and that, startling 
international developments excluded, 
there will be five million color TV 
sets on location in American homes 
by the end of 1958. 

The main difference between black 
and white and color TV lies in the 
heightened emotional impact of color 
television on viewers. For this reason, 
television will put color in the lime- 
light as it has never been before. The 
high cost of color TV_ production 
with its demands on sponsor bank- 
rolls will enforce the most careful 
scrutiny of all color applications. 

As a result, color usage and its 
dynamic effects on behavior will be 
increasingly studied and the results 
will penetrate every part of our lives 
from bedrooms and bathrooms to 
appliances, fashion, packaging, and 
the retail merchandising scene. 

The executive who is besieged on 
all sides by management problems 
involving very costly decisions has 
had a tendency to pay less attention 
to decisions which are less costly. And 
since most products need packaging, 
he has often taken packaging for 
granted. 

So it has sometimes happened that 
considerable executive time and 
thought have been given to the adver- 
tising for a packaged product, not to 
mention a multimillion-dollar bud- 
get, while the choice of the package 
itself has been given over to the 
“Let’s get it cheap” boys. 

Frankly, this has never made sense 
because, in packaged goods, the pack- 
age itself is often the only salesman 
at the point-of-purchase as well as a 
terribly crucial and important adver- 
tising medium. It has only been in 
the last two or three years that top 
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industrial management is coming to 
realize that design is not an art func- 
tion but a tool of top management, 
and that design is, in fact, design for 
selling. 

Now, what has all this to do with 
color television? Quite a lot. Every 
manufacturer who sees his product 
televised in color suddenly realizes 
that his package and product dem- 
onstration is the heart of the TV 
commercial. For it is color TV's 
ability to present the product as it 
really looks that is the great sales 
plus of color transmission, Suddenly 
the product and its package move, 
alive, into the home. 

When the manufacturer sees the 
color TV spotlight on his package 
he can’t help but look at that package 
in a new light. Because color TV 
costs money, big money, and any ad- 
vertiser who enters it full tilt will 
eventually be spending a big part of 
his total appropriation in this me- 
dium. So as these advertisers are go- 
ing to be spending tremendous sums 
to bring their packages in color to 


NEW DUDS for Johnny ... his uni- 
form was redesigned to match the 
red, gold and white color scheme of 
the new PM package. 


‘Danilon ad while we change out ches. 


Philip Morris 
puts on a smart, NEW grackage! 


ALERT FOR CONSUMERS: The young lady changing her dress was 
a dramatic feature of Philip Morris spot announcements during the 
package change-over. She also appeared on four-color posters and 
in printed-media advertisements like this one. 


PACKAGING FOR TV—CONT. 


DISTINCTIVE, YES, BUT not alike: This is one designer’s theory 
of packaging a product line. Different pictures and varied color treat- 
ments differentiate the Colonial sugars though the design elements 
are repeated. This factor is particularly important in TV commercials. 


THE OLD WAS STATIC ... the new is gay, brilliant, strong in appe- 
tite appeal. Staid Colonial doorway yielded to animated trademark 
made of letters “C” and “S”. “An ideal design for tie-in with product 
demonstration and animated commercials on color TV.” 


millions of viewers, the 
themselves are 
scrutinized. 


packages 
going to be closely 


Increasing numbers of executives 
will be seeing their packages as others 
see them. Many will for the first 
time realize drawbacks that have been 
inherent in their package designs fo1 
many years. And the status quo will 
be shaken. 

Because many manufacturers over 
the years spent large sums to adver- 
tise products that are dressed in 
green, or brown or blue with this or 
that trademark, these manufacturers 
have reached a point where the estab- 
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lished package design commands a 
veneration akin to ancestor worship. 

Recently I discussed package rede- 
sign with one of the country’s biggest 
food processors. These folks had been 
advertising and promoting the same 
packages for so long that, though 
the executives were progressive and 
modern in every other field, they were 
fearful that any change in the 
“dress” of their line would damage 
consumer recognition—and sales ac- 
ceptance. 

It happens that this firm has a 
cluttered trademark and an unappeal- 
ing background package color as well 


as poor emphasis of the various de- 
sign elements. These drawbacks could 
easily be rectified without radically 
changing the “feel” of the design. 
And sales tests, even in limited mar- 
kets, would immediately attest the 
sales spurt that such redesign would 
provide. 

But fear of change has this com- 
pany in thrall. And many hundreds 
of other firms are in a like dilemma. 
They suspect that millions of dollars’ 
worth of advertising and retail mer- 
chandising effort are not obtaining 
full sales results because of inade- 
quate packaging. But they are bound 
by fear to cling to the outmoded be- 
cause it is long established. 

Here is where color television can 
perform a vital service. In viewing 
their packages under the candid eyes 
of the color TV cameras, these exec- 
utives will, for the first time, be 
afforded an impersonal impression of 
what their packages are really like. 
And, after receiving this impression, 
many will find themselves freed from 
the bonds that have restricted their 
range of action as well as the sales 
effectiveness of their marketing ac- 
tivities. 

Project Mayfair: To point up 
these observations, let me refer brief- 
ly to my experience in developing a 
new package for Philip Morris. Un- 
der the code name of Project May- 
fair, we worked in secrecy for two 
years testing and developing the new 
designs. 

Let us first remember that, for 
more than 15 years, Philip Morris 
Inc., has been among the nation’s top 
advertisers. The firm has spent tens 
of millions of dollars to promote its 
major product: Philip Morris ciga- 
rettes. So thoroughly did the com- 
pany promote its product that it was 
dificult for any adult in America to 
pass a single day without seeing the 
familiar PM brown pack at least 
once, 

Let us remember, too, that the 
cigarette industry has not been ad- 
dicted to package change. In fact, 
since Lucky Strike green went to 
war, no manufacturer has changed 
package presentation of any 
brand. 

Then, too, Philip Morris had a 
very long tradition behind its pack- 
age. For more than 100 years, the 
brown color identified this brand. 

In addition, the brown color be- 
longed to and identified Philip Mor- 
ris. No other cigarette was marketed 
in a similar color wrap. 

Few American corporations have 
been bound to an established package 
by such a strong combination of tra- 
dition and advertising investment. 
Yet Philip Morris executives were 
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First in the West with 


... KRON-TV, San Francisco's 


Pioneer Color Station 


now maintains its leadership 


...with a series of 
hard hitting color 
clinics where local 
advertisers can see 
their packages, products 
and display material 
on closed circuit 

FIRST IN THE WEST with... 

NETWORK COLOR PROGRAMS color TV. 

LOCAL LIVE PROGRAMS 


COLOR FILM PROGRAMS 
COLOR SLIDES 


Affiliated with the S. F. Chronicle Represented Nationally by 
and the NBC-TV Network on Channel Peters, Griffin, Woodward, Inc. 
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KSL-TV ratings 


are up—even higher 
than before! * 


KSL-TV hd$ more shows 


in.the top tenyfiffeen and 
twenty—and more quarter- 
hour ‘wins =#han any 
other compefing station. 
Thus, this st@fign is your 


best buy to get sales up 


in the Mountain West. 


KSL-TV 


Represented by Spot Sales 
Serving 39 counties in 4 Western states 


able to shake off tradition and to 
search for the new package that 
would best serve the company’s fu- 
ture. And it was color television that 
was initially responsible. 

Certainly progressive executives in 
a forward-looking organization such 
as Philip Morris, had long cast in- 
quiring eyes at the package. And as 
the company’s design consultant for 
almost 10 years, I had several times 


’ suggested that the brown pack was 


not ideally suited to current market- 
ing conditions. In fact, PM design 
was far from static. 1 had twice re- 
designed the carton, which is the 
package unit in more than 90% of 
super market sales. And at the time 
of the introduction of Philip Morris 
King Size I had made several revi- 
sions and modifications to give added 
visibility to both King Size and Reg- 
ular Packs. 

As part of the company’s continu- 
ing review of marketing factors, the 
company’s executive group, the ad- 
vertising agency people and a group 
from my staff attended a series of 
test color TV sessions in which the 
Philip Morris pack was repeatedly 
televised. These sessions began al- 
most three years ago. They put the 
focus on color, package color, and at 
their conclusion Philip Morris top 
management were convinced that 
their package design was due for 
serious and critical review. 

For the first time, and through the 
medium of color TV, a group of 
decision-making men in this company 
saw their company’s package as it 
would actually look to millions of 


others. And they realized that tradi- 
tions of the past cannot create impact, 
visibility, elegance and a quality look 
unless these factors are actually pres- 
ent in the package design. 

This is the part that color tele- 
vision will play. Its demands cannot 
in themselves create packaging 
changes and decisions, In the case of 
Philip Morris, extensive research by 
Elmo Roper into the smoking habits 
of more than 50,000 people preceded 
the decision to redesign. Not until the 
company found it had a franchise 
from the public to change, did it de- 
cide to do so. But it was color TV 
transmission of the old packs that 
gave the impetus to engage in the 
Roper studies. 

Philip Morris President O. Parker 
McComas was influenced by many 
other factors as well, among them 
the tremendous public swing to gayer 
and brighter colors. And our design 
was created to do a job at 1,300,000 
points-of-purchase, as well as in out- 
door, newspaper and magazine ad- 
vertisements. But — not quite inci- 
dentally—it looks good on color tele- 
vision, too. The End 


Credits: Philip Morris packages by United 
States Printing & Lithograph Co.; cartons 
by Container Corp. of America; Colonial 
sugar cartons by New Haven Board & 
Carton Co., Lord Baltimore Press, and 
Container Corp. of America; bags by 
Bemis Bros. Bag Co.; Bufferin cartons by 
National Folding Box Co.; small! bottle 
and cap by Wheaton Plastics Co.; large 
bottle and cap by Owens-Illinois Glass Co. 
All designs by Egmont Arens. 

(Packaging Section continues on pg. 104.) 


HERE’S A SAMPLE of a package designed within the limitations of 
the pharmaceutical field, which is good for black and white TV, but 
will need slight “makeup” to look its best on the color screen. 
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Planning a New Catalog? 


In this ‘‘National Catalog Selector’, Your National 
' Stationer Can Show You Over 500 Variations of Cover 
omen Materials, Colors, Printing Methods, Mechanisms, 


sales porttolios 


SP te SO Indexes — in 10 Minutes! 


icon " WW OSE LEAF COVER 


>lector 
Swy== 
4 NATIONALS 
oF Fr. > . nae 
ZS Here’s the easy, practical way to “‘pick and 
choose”’ for your new catalog, sales manual or 
portfolio. Your National Stationer will bring his 
“National Catalog Selector” to your office 


to help you make the following 5 basic decisions quickly, easily: 


Toswuat BINDING MATERIALS? The Selector offers 25 colorful materials. 


4@ WHAT STOCK MECHANISMS? Selector 
contains pictures of 12 stock mechanisms 
and binder styles. 


2 WHAT COLOR STAMPINGS? Varied-color stampings on acetate sheets for placement 
over bindings show different effects. 


TOOL De SIGN 
STANDARDS 


RAND RApips 

i & Door Co 

5 WHAT TYPE INDEXES? Selector shows 
insertable tabs, printed. tabs celluloid rein- 
forced, leather tabs, and copper holed re- 
inforced index sheets. 


cArway St AFFU 


3 WHAT PRINTING METHODS? Twelve cover panels show stampings available: straight, 
1 or 2 colors; embossed and stamped; screened on smooth materials; embossed and 
screened on smooth or grained materials. 


Write us for more facts and the name and address of your nearest national stationer. 


q 
NATIONAL BLANK BOOK COMPANY ee ap 
115 WATER STREET, HOLYOKE, MASS. 


Dealers Everywhere 
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PACKAGING FOR TV—CONT. 


CANDY STRIPES teamed with bold sans serif 
lettering make this package a natural for color 
TV. Product is not currently using TV, but suit- 
ability for later screen appearance was a requi- 
site in re-design. 


SEE AND REMEMBER: “ir” trademark used in large size behind 
name on Rokeach soup cans makes effective display when stacked. 
It supplies the element of strong identification so desirable for TV. 


TV Calling for Change ? 


Here's a 4-Point Approach 


Since the faults in a poor package are magnified under 


color TV transmission, how about a screen test? Such 


tests are expensive but merciless in their revelation. 


BY HARRY S. LAPOW 


Koodin-Lapow Associates 


The rise of color television has 
created a wave of enthusiasm in 
which the manufacturer and package 
designers should make certain they 
are not swept away. 

Color television is a new advertis 
ing medium, and there can be no 
doubt that as time goes by it will 
become more and more important to 
the manufacturer of consumer prod- 
ucts. But designing for color TV 
should not make us lose sight of the 
fact that it is but one area in which 
a package design must function. It 
is not the “be all and end all,” and 
the emphasis on designing for color 
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TV should not lead to the use of 
package designs which are basically 
unsound for other purposes. Unfor- 
tunately, some evidence of this has 
already appeared on the scene, 

Let’s be realistic. The challenge of 
color TV will have some decidedly 
constructive effects on package design 
in its demand for increased simplicity, 
better transparent packaging, and 
more unusual shapes. The designer 
must meet the challenge of designing 
a EV “selling” package, however, 
that’ will still be good as a shelf sell- 
ing package which requires a lot more 
copy. The solution, we believe, lies 


along these lines: 

1. Have your existing package de- 
sign analyzed and evaluated for all its 
existing uses. 

2. Have it evaluated for color TV. 
(Unfortunately, the charges for these 
evaluation sessions before the TV 
cameras are now extremely high, ex- 
cept in the cases of the larger black 
and white or color TV advertisers 
who are invited to participate. We 
feel that in the interests of all con- 
cerned, the smaller and non-T V ad- 
vertiser interested in color TV should 
be asked to participate at a nominal 
charge or none at all.) 

3. If the package design is work- 
ing well in all media except color 
TV, check the possibility of minor 
change to adapt it to the new me- 
dium, or give serious thought to the 
possibility of creating a dummy pack- 
age, similar enough in appearance to 
establish the identification, but espe- 
cially adapted for color TV. 

4. If your evaluation shows the 
existing design to be poor, then have 
it redesigned with all media in mind 
. . . but put your emphasis on those 
media which are paramount in your 


sales picture. 
The End 


Credits: Rokeach labels by I. Kunin, Inc. ; 
cans by American Can Co. and National 
Can Co.; Chux cartons by Robertson Pa- 
per Box Co. Both designs by Koodin- 
Lapow Associates. 

(Packaging Section continues on pg. 106.) 
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HOW TO take a Vacation from Car Worries 


TRAVEL THE LONG DISTANCES WITH 


| wrurious Speed, ond Comfotd 


aww } in today’s modern 


planes or trains 


special family fares and 
package tours offered 
by airlines or railroads 


RENT YOUR 


A FINE CAR, in a variety of body styles... equipped with 

CAR FRO M mile shorteners galore... automatic transmission, power 
steering, radio, heater...and air conditioning at many 
National Offices. 


ONE-WAY TRIPS between major cities. Pick up your car 
at one city and leave it at your destination! 


NO RETURN CHARGE for getting your car back to origi- 
nating city up and down the West Coast and all over 
Florida! 


LOW RATES - average of $7.00 per day or $35 per week 
plus 7¢ per mile including proper insurance, gas and oil 
Special vacation rates, trip rates, package tours, monthly 
and yearly rates also comparably low. 


CAR RENTAL SERVICE 5 or 6 FOR THE SAME LOW PRICE! Costs no more to take 


: . the entire family or your business associates 
Combine luxury, speed and comfort with the con- , ’ 


venience of your personal car! Your vacation or NO DELIVERY OR PICK-UP CHARGE for meeting you or 


dropping you off at your railroad station, airport or hotel 
business trip means more—in the time you spend : : 


CHARGE PRIVILEGES to holders of Trip Charge Cards, 
Air and Rail Travel Cards, Travelcards and other major 
credit cards. 


away from home...in the relaxing fun you have, 


the sights you see or the calls you make! 


FREE WORLD-WIDE RESERVATION SERVICE... just tell your 
local National member where and when you want your 
car and he'll gladly make reservations for you any place 
in the world! 


CARRY YOUR CAR IN YOUR POCKET with a National 
Courtesy Card... waives usual deposit requirements, 
gives priority on available cars. See your local National 


in all principal cities here and abroad Office. or write: 


NATIONAL CAR RENTAL SYSTEM, INC., 1209 WASHINGTON AVE., ST. LOUIS 3, MO. 
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PACKAGING FOR TV—CON'T. 


MORE SELL: Not only does the new Marlboro package regis- 
ter well on TV. It offers something new in open-close con- 
venience, doesn’t “leak” bits of tobacco in purse or pocket. 


No Mercy in the TV Eye: 
It Magnifies Package Faults 


...and conversely, a good package is likely to look even 


better on the color screen. Here Designer Gianninoto indi- 


cates some technical problems confronting the sponsor, 


with special attention to the matter of food illustration. 


BY FRANK GIANNINOTO 


Frank Gianninoto & Associates 


If your package has weaknesses 
unobserved up until now, color TV 
will point them up dramatically. 

Actually, a good package is good 
anywhere — on the store shelf, in 
magazines and newspapers, and on 
TV. If a package is too busy in de- 
sign or color to reproduce effectively 
in a one-column newspaper advertise- 
ment, it will be poor everywhere else. 
But color TV magnifies a poor pack- 
age’s shortcomings in appalling fash- 
ion. 

Manufacturers should ask them- 
selves a few basic questions about 
their packages before embarking on 
color TV: 

1. Is product identity as strong as 
possible ? 
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2. Is design simple and straight- 
forward? 

3. Does the package have good 
color separation? 

4. Are detail and copy at an abso- 
lute minimum? 

If they cannot answer yes to these 
four questions, packages need rede- 
signing. 

Many new technical problems will 
confront the color TV advertiser. 
One is color register. This factor 
doesn’t exist in black and white. 
When a black and white image is out 
of focus, it is just blurry. But in 
color, it can get out of register too. 
When it does, the resultant blur will 
soon give the viewer a headache. 

Another difficulty in televising 


GE-TELECHRON package went through extensive 
tests, including rehearsal before NBC color cam- 
eras. Consumers endorsed it for its gift appeal. 


color today can be compared with 
carbro prints made from separation 
negatives. The general effect is that 
all images go on the purple side. This 
is principally due to the red color 
which is very unstable. For example, 
flesh tints sometimes look either ane- 
mic or jaundiced when they are off. 
You can imagine what can happen to 
package illustrations, especially those 
showing foods. 

Blues are also apt to be trouble- 
some. They usually appear warmer, 
or in the purple sphere, depending on 
the original shade of blue. Although 
clean shaven, men with dark hair 
seem to have a five o'clock shadow. 
This is due to the off-color repro- 
duction of skin tones which tend to 
exaggerate the darkness of the beard. 

Light colors or white are very 
difficult to maintain pure; they show 
up either too blue or too red. A 
white shirt may look light blue or 
light gray. Also bright highlights in 
color become very much softer and 
duller. 

The problem of reproducing foods 
in their natural colors is more diffi- 
cult than anything else. Although 
other factors will compensate for off- 
colors in skin, apparel, or packages, 
the mind cannot and usually will not 
give a food product the same break. 

When strawberries go purple and 
chocolate looks like coal tar, or milk 
appears gray, it is difficult to accept 
these foods as appetizing or fresh, no 
matter what the commercial says. 
Pure flat colors reproduce best, but 
delicate shades or subtle combina- 
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TEMPORARY HELP 
FOR BUSY 
SALES MANAGERS! 
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ANPOWER, INC. aa 


® TYPISTS e STENOS 

®@ DEMONSTRATORS 

®@ SURVEY WORKERS 

®@ MAILING SERVICE 

@ CONVENTION WORK 


Use our bonded, insured employees 
at low hourly rates. 


Manpower, Inc. has offices in 70 cities 
from coast-to-coast to serve you. Your 
local Manpower, Inc. branch will 
arrange for service in any city. 

Call your local Manpower, Inc. office 
for details or write: 


_ ® 
manpower, inc. 


330 W. KILBOURN AVE. e MILWAUKEE, WIS. 


BUFFALO’S DOWNTOWN 


DEPARTMENT 
STORES CAN’T BE 


In vying for their share of Buffalo’s 
$867,167,000 annual retail sales ... 
and in inviting shoppers into the city 
from surrounding territories...down- 
town department stores place 53% 
of their advertising lineage in the 
Courier-Express. 

You, too, can profitably use the 
proven power of the Courier-Express 
in selling both men and women. Use 
it daily to get more advertising for 
your dollar concentrated on those 
with more dollars to spend among 
the 458,000 families in Western New 
York’s 8 counties. Use the Sunday 
Courier-Express for maximum cover- 
age. It’s the state’s largest newspaper 
outside of Manhattan. 


ROP COLOR available daily 
and Sunday. 


surFALo COURIER-EXPRESS 


Representctives : SCOLARO, MEEKER & SCOTT Pacific Coast: DOYLE & HAWLEY 


PROGRESS IN PRODUCTS 


The products of tomorrow may 
not even be thought of today, 
said W. R. G. Baker, v-p and 
gm, G-E Electronics Division, 
in a recent talk. This despite 
the fact that laboratories are 
filled with near-ready new cre- 
ations. 

The reason is that peoples’ 
wants, not pure research, deter- 
mine to a large extent what 
tomorrow’s products will be. For 
instance, Baker says, electronic 
devices offered as sure-fire at 
the New York World’s Fair in 
1939 “are still not in commercial 
existence and may never be be- 
cause the service they render is 
not in relationship with the value 
placed on that service by the 
public.” 

Yet, electronics, which had a 
$230 million annual volume then 
is pushing $9 billion a year now. 


tions may look entirely different. 

When showing the true color of 
anything is important, compensations 
must be made for off-color reproduc- 
tion. For example, a package color 
such as fresh spinach may have to be 
painted the color of lettuce to repro- 
duce like the color of fresh spinach. 
In the red department, it may also 
be necessary to use the color of par- 
tially ripe strawberries to make a 
color look like a rich strawberry red. 

A careful check by test projections 
of your particular product, package, 
subject, or food will show how and 
in which direction revisions should 
be made. Changes may not always be 
possible in actual foods, but colors of 
packages and products can be revised 
or repainted. 

As Sylvester L. Weaver, president 
of National Broadcasting Co., Inc., 
stated recently, the trend toward hav- 
ing the package carry the bulk of the 
selling load has been under way for 
years, mainly through the growth of 
self-service. With color television, 
the package will be doing a harder 
selling job than ever before. 

The End 


Credits: Marlboro package by U. S. Print- 
ing & Lithograph Co.; foil by Reynolds 
Metals Co.; boxboard by Marathon Corp.; 
General Electric-Telechron package and 
paper by Container Corporation of Ameri- 
ca and Warner Bros. Both designs by 
Frank Gianninoto & Associates. 
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Now! 4-second copies... 
made the All-Electric way 


PRODUCT OF | 


| RESEARCH 


COPYING MACHINE 


A totally new idea 
in office copying ...Thermo-Fax is All-Electric 


PYING MACHINE 


—needs no chemicals or negatives 


Here’s new speed in office copying ...and mew economy too! The revolu- 
tionary, All-Electric THERMO-FAX Copying Machine gives you perfect 
copies in 4 seconds... for as little as 4%¢ per copy. The exclusive All- 
Electric process means you copy without chemicals, masters or negatives... 
right in ordinary office light. Just plug it into any outlet and you're all set 
to get copies of orders, invoices, memos, letters, articles—the things you 
need copied most—when you need them most! Send the coupon below now 
for full detatis on the economical, All-Electric way to speed copying and 


communications in your office. 


Minnesota Mining & Mfg. Co. 


S08, B, 8. PAE, OFF. Dept. KL-5206, St. Paul 6, Minnesota 
ermo- X Send complete details on the THERMO-FAX Copying Machine 
and how it can save time and money for my office. 
BRAND 
Duplicating Products 


The term THERMO-FAX is a registered trademark of Add 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. Gen- ress 
eral Export: 99 Park Avenue, New York 16, N. Y. 

in Canada: P. O. Box 757, London, Ontario. City __Zone____ State 


Name______ pelniogliness 


Company 
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J. G. Jordan 
Vice President 
Shell Oil Co. 


Last year the Shell Oil 
Company backed its 
sales effort in Louisville 
with 33,000 lines of ad- 
vertising in The Courier- 
Journal and 33,000 lines 
in the Louisville Times. 
a total of 66,000 lines 
These newspapers in- 
variably rank at or near 
the top in every quality 
survey of American 
newspapers. (This fact 
is not without signifi- 


cance to advertisers.) 


The Vice President 
in charge of Marketing knows... 


“WHY SHELL SELLS 
SO WELL IN LOUISVILLE” 


“According to the 1954 U.S. Census of Trade, service 
station sales in Louisville increased 94% in the six-year 
period 1948 to 1954. While the market potential in 
Louisville was doubling, Shell Dealers continued to make 
new friends and keep old customers with outstanding 
service and outstanding products like Shell Premium 
with TCP—the greatest gasoline development in 31 years. 
And, of course, we backed up our independent 
dealers with an aggressive advertising and sales 
promotion program. These are the reasons, in my 


opinion, Shell sells so well in Louisville.” 


Automobile Registrations in Metropolitan Louisville Increased 13% Last Year 
. . » Now Total 250,771. Gasoline Service Station Sales jumped to about $45,- 
000,000 . . . Up $23,000,000 Over 1948. 


Leb LOUISVILLE Yor all iti. worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Conrier-Zournal THE LOUISVILLE TIMES 


392,500 DAILY COMBINATION ° 313,633 SUNDAY 
Represented Nationally by The Branham Company 
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EDWARD LYMAN BILL 


Edward Lyman Bill, President of Bill Brothers Publishing 
Corp., an officer and director in all of its affiliated publishing 
companies, and Treasurer of Sales Management for over 25 
years, passed into the great beyond on April 22 in Capetown, 
Union of South Africa. 


Mr. Bill was widely known in the business publication field, 
being a founder of the Business Publication Audit of Circulation, 
Inc., and a former director of National Business Publications, 
Inc. 


Educated at the University of Wisconsin and Columbia Uni- 
versity, he served in World War I with the American Ambulance 
Field Service, French aviation and the Foreign Legion. Later, 
he was an officer in French artillery and cavalry. 


Ed spent almost all of his business life in businesspaper pub- 
lishing. His was a varied experience, from a stock boy through 
field reporter, circulation roadman, space salesman, business 
manager, editor, publisher and corporate executive. 


Through this experience he developed his understanding of 
people at all levels and his versatility in grasping the funda- 
mentals of the various fields served by the Bill Brothers publi- 
cations. 


Ed liked people. Ed liked to help people. For those who were 
his co-workers he felt a deep personal responsibility and all 
through his years he contributed to their well-being. It was the 
same with his friends. 


He was widely known as the founder President of the Bonnie 
Briar Country Club of Larchmont, N. Y., as a former President 
of the Adventurers Club and as organizer President of the 
Cracker Barrel. He was yachtsman, clubman, connoisseur of 
antiques, dairy farmer, member of the Bartenders Union, the 
American Ordnance Association and official of the State Police. 


Mr. Bill is survived by a daughter, Mrs. Frederick Gahagan, 
of New Canaan, Conn.; a sister, Mrs. Randolph Brown, of Lyme, 
Conn.; a brother, Raymond Bill, of Greenwich, Conn., and two 
grandchildren, Frederick and Caroline Gahagan. 
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by 
Harold 
Walker 


At the moment Let’s whoosh to the 


| South—with a sales thrust powerful 


as a rocket takeoff. Destination: 
WDIA, Memphis, where a market 


| bonanza is waiting exploration—a 


Negro market that’s Tangible, Ten- 
able, Timely! 


Tangible 
The Memphis Negro market is 


| tangible. This sales area has one of 


the nation’s highest percentages of 
colored population, one of the heavi- 
est concentrations of Negro income. 
Approximately 43% of Memphis resi- 
dents are colored with a per capita 
income of $28.79 for every $100 of 
white income, while that of Chicago 


is $7.89; and New York, only $6.59. 


Tenable 


The market is, also, tenable. Since 


| its inception, in 1948, as an exclusive 
| Negro radio station, WDIA has re- 


corded for its advertisers a marked 
advance. The only 50,000 watt sta- 


| tion in Memphis, WDIA dominates 
| commercial contact with sales re- 
| sponsive consumers. Convincing sta- 
| tistics on the sales power of pro- 
| grams, serviced by WDIA, appear 
| on the progress charts of clients, like: 


Camel Cigarettes—Budweiser— 
Folger Coffee—Sal Hepatica— 
Tide—and Bayer Aspirin. 


| Timely 


Now is the time to capitalize on 


| the rapidly expanding economy of the 


South. Request too, your bound copy 
of, “The Story of WDIA!” 

WDIA is represented nationally by 
John E. Pearson Company. 


Sorte President 


bitiiae 


BERT FERGUSON, General Manager 


) a 


HAROLD WALKER, Commercial Manager 


Philip Salisbury Named 
Editor and Publisher 


Philip Salisbury, associated with SALES MANAGE- 
MENT for 33 years, has been appointed editor and pub- 
lisher, effective with this issue. He was formerly editor 
and general manager. 


During his career with the magazine, Salisbury has seen 
it grow from “a pale, spindly baby” to the national mar- 
keting authority it is today. Compared to other magazines 
with which it competes either for advertising, subscribers 
or both, SALES MANAGEMENT now ranks “first” in 
circulation among presidents, vice presidents, secretaries, 
treasurers, general managers, sales managers and company 
subscriptions. Today SALES MANAGEMENT also claims 
“firsts” in subscription income, subscription price (highest) 
and in renewal percentage. Still another “first”: SALES 
MANAGEMENT provides, annually, more information on 
markets than any magazine published. 


Salisbury has long been active in associations connected 
with publishing, selling and advertising. Before he joined 
SALES MANAGEMENT he was probably the youngest 
national sales chief in the country; at age 24 he became 
sales manager of the Ingersoll Watch Co. He was a 
member of the American sales team of 11 sales executives 
who visited England during the Spring of 1950 to give a 
series of talks before British sales groups on “How We 
Sell in America.” His report of that trip was published in 


time member of the Market Research Council, Salisbury 
is a former president of the New York chapter of the 
American Marketing Association. 


SALES MANAGEMENT has been published by the Bill 
Brothers Publishing Corp., since May 15, 1928, but it was 
founded in 1918 by John Cameron Aspley, who had estab- 


the January, 1951 edition of “Harper’s Magazine.” A long- lished the Dartnell Sales Service a year before. 


F 
‘a 


glass capital of the world... 


‘Whenever. you vse anything made off Glass, it’s almost'a cer- 
tainty you're in touch with Toledo, glass capital of the world. 
And in addition to glasswmanufacturing, Toledo is listed among 
the leaders*in 11 Of the 19 industrial classifications! 

Alongewith. Toledo, WSPD radio and television give you 
23 other counties for complete sat@ration of our billion dollar 
market. The Toledo atéa is sold on WSPD—for 35 years the 
votte of Northwestern Ohio. 


~~ —— TELEVISION 


_. TOLEDO, OHIO 


Represented Nationally 
by KATZ 


Storer Broadcasting Company 


TOM HARKER, NAT. SALES DIR, 118 E 57th STREET, NEW YORK 
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Talking Politics 


(continued from page 25) 


situation that arises will be different 
and quick diplomacy is the solution.” 


L. S. ROEHM 
Vice-President 
A. E. Staley Manufacturing Co. 

“We have never discussed the mat- 
ter of politics and customers with our 
salesmen. We feel that our salesmen 
are sufficiently intelligent and tactful 
to either avoid politics or discuss them 
rationally with customers. I make no 
special effort to avoid political conver- 
sation with customers or prospects.” 


JOHN W. POOL, JR. 
Koppers Co., Inc. 

“We have not given our salesmen 
any instructions regarding political 
discussions with prospects. I feel that 
this is a detail which does not need to 
be discussed with our field salesmen. 
Neither do we instruct our salesmen 
on how to handle the situation if the 
prospects introduce the subject. 

We do not believe that that type of 
close supervision over our salesmen is 
either: necessary or practical.” 


A, E. PEARCE 
Sales Manager, Bldg. Materials Div. 
Armstrong Cork Co. 

. we do not raise this point 
with our salesmen. We hold them re- 
sponsible for sales results in their ter- 
ritories and we give them latitude.” 


E. BARUCH 
Vice-President 
Heli Coil Corp. 

“Personally, I have always felt that 
open discussion of political questions 
and issues is fundamental to the suc- 
cess of our way of life. I, myself, 
never avoid a discussion of issues, but 
concur that arguments over persons 
or personalities between salesmen and 
customers serve no useful purpose. It 
has been recommended to our sales- 
men that they do not introduce such 
discussions, but should they arise they 
should be prepared to state their po- 
sition clearly and unequivocally on na- 
tional issues, omitting if possible dis- 
cussions of personalities or party 
dogma.” 


J. H. MacFARLAND 
Vice-President and Gen. Sales Mar. 
James Lees & Sons Co. 

“Our policy is to treat politics in 
much the same manner as we do re- 
ligion during indoctrination period 
prior to entrusting territory manage- 
ment to any of our sales personnel. 
We make it a point to caution them 
regarding the delicacy of subjects such 
as politics and religion. Our business 
is entrusted to. mature, capable men 
that so far have handled this situation 
without develeping problems.” 


R. M. BUZARD 
Manager, Motor Truck Sales 
International Harvester Co. 

“To my knowledge, we have never 


had occasion to caution our sales or- 
ganization concerning the hazards of 
participating in political discussions 
with customers or potential customers. 
We believe a Harvester salesman’s 
knowledge of company policy, together 
with his good judgment and good 
taste, are such as to make the problem 
practically nonexistent here.” 


HOWARD HOLMES 
Assistant General Sales Manager 
Kaiser Aluminum & Chemical Sales 
“Our salesmen have been asked to 
avoid two subjects: religion and poli- 
tics. We feel that this is a sound sales 
philosophy. . . . We cover the subject 
in our initial training of salesmen and 
periodically in our monthly sales train- 
ing references. When the subject is 
introduced, our men are told to listen 
politely and change the subject at the 
first opportunity.” 


B. K. WICKSTRUM 
Vice-President and Director of Sales 
Sylvania Electric Products, Inc. 

“The use of tact in every situation 
is one of the fundamentals emphasized 
in Sylvania’s sales training program. 
Our field men are cautioned to avoid 
political, religious, racial and other 
subjects that might prove controver- 
sial. We feel, however, that pre-em- 
ployment screening of potential mem- 
bers of our sales organization elimi- 
nates those who might be so untactful, 
as to initiate or participate in a con- 
troversial discussion.” 
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INDUSTRIAL SHIPMENTS IN APRIL 
record leve’s as further declines in auto deliveries continue 
to be offset by gains in chemicals, paper, steel products, 
industrial output has settled on a 


food, etc. In general, 
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remain at near 


durable goods 


high plateau for the past several months. Manufacturing 
inventories have risen in recent months particularly in the 
industries. 
to sales in hard goods may be a future source of concern. 


The high ratio of inventory 
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For complete information, address 
Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs 
West Virginia, or inquire of reservation 
offices at: New York, 588 Fifth Avenue 
JU 6-5500; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Wash- 
ington Street, RA 6-0625; Washington, 
D. C., Investment Bldg., RE 17-2642. 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
. a brand new auditorium 
. . the latest P. A. 


systems and projection equipment... a 


features as. . 


with a 42 foot stage . 


theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 


Business Capitol. 


TuMEz 


COW UCL 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 


COMING SOON 


A valuable study of special interest 


to all those who sell to 


the department store market. 


“Department Store Membership 


In Major New York Buying Groups" 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Bill Bros. Publishing Corp. .. . 

Charles J. Stillman, Jr., formerly 
New York sales manager for 
Printers’ Ink to division sales man- 
ager for Sales Management and Tide. 


Block Drug Co., Inc.... 
Russell P. Patterson to sales man- 
ager, Ethical Division. 


Borg-Warner Corp. ... 
Robert S. Ingersoll to president. 


Chrysler Corp.... 
G. W. Trichel to president, Am- 


plex Division. 


Combustion Engineering, Inc... . 
H. G. Ebdon, v-p and general 


sales manager to executive v-p. 


Helene Curtis Industries, Inc. ... 
Jack Doran to director of market- 
ing, Toiletries Division. 


Encyclopaedia Britannica, Inc... . 
K. M. Harden to national sales 
manager, Britannica Junior. 


Friden Calculating Machine 

Co., Inc.... 

Jack H. Lund to sales manager, 
Adding Machine Division. 


General Mills, Inc... . 
William A. Lohman, Jr., director, 
sales, Flour Division was elected a 


v-p. 


The Hinde & Dauch Paper Co.... 
Paul H. Roberts to v-p, sales. 


Hotpoint Co.... 

oward W. Hibshman to man- 
ager, marketing, Television Receiver 
Dept. 


Ideal Toy Corp.... 
Abe Kent and Herbert Sand to 
v-p merchandising and sales, respec- 


The Indiana Steel Products Co.... 

Ivan A. Dickey to v-p, sales. He 
will be in charge of all marketing 
operations. 


International Business Machines 
Corp.... 
Gilbert E. Jones to general sales 
manager, Electric Accounting Ma- 
chines Division. 


SALES MANAGEMENT 


Kellogg Sales Co. . 

E. M. Leaver to > president and 
v-p sales of the parent Kellogg Com- 
pany. 


Life Savers Corp.... 
Hundley A. Thompson to v-p, 
sales. 


MacWhyte Co.... 
Francis D. Holden to v-p, sales. 


Motor Wheel Corp. . 
Sam Briggs to v-p, director of 
sales, Appliance Division. 


National Homes Corp. ... 
George A. Cowee, Jr. to sales v-p. 


The Norwich Pharmacal Co.... 

George W. Bengert to president 
and H. Thornton Hildebrandt to 
v-p, sales. 


Penn-Dixie Cement Corp. .. 

Fred L. Doolittle, v-p and gsm 
to a director and new office of execu- 
tive v-p, 


Outdoor Advertising Inc. ... 
Robert C. McBrine to v-p and 


eastern sales manager. 


The Seventh Co., Inc.... 
Edward Anthony to counsellor on 


public affairs. 


Sharples Corp.... 
Gilbert F. Richards to v-p, sales. 


Southern Biscuit Co.... 
Robert FE. Vincent to 


sales. 


director, 


Stokely-Van Camp, Inc... 
Warren Dills to sales manager, 
Van Camp Division. 


Strong, Cobb & Co., Inc.... 
Herbert A. Strate to director, sales. 


Sylvan Plastics, Inc.... 

Guy A. Martinelli to sales man- 
ager of this subsidiary of American 
Viscose Corp. 


The Trane Co.... 
Allen C. Menke to v-p, air condi- 


tioning and heating sales. 


Turner Brass Works... 
Benno W. Nitz to sales manager, 
Fuel Appliance Division. 


Zenith Radio Corp. . 
Joseph Ptacin to sales promotion 
manager. 
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“NEW 


LOOK” 


FOR SALES FILMS... 


Not as pretentious with expensive studio sets and 


highly paid actors. 
dynamic 
of a plain and real 


But equally as effective and 
with even more 


sales-wise, because 
istic presentation. This is the 


power, 


“new look” for company-made commercial pictures . . . 


the “do-it-yourself” 


Business Films actually pro- 


duced by industrial firms at a fraction of former 
costs. Scores of companies are finding that this new 


low-cost method provides motion pictures that were 


formerly prohibitive in price. 


WHY DENY YOUR COMPANY THE 
POWER OF SCREEN SELLING 
WHEN IT IS WITHIN REACH? 


Send for our booklet on the new formula 


for inexpensive film 
nothing and will sh 
most dynamic sales 


Ask our 


Customer 


making. It costs 
ow you the way to the 
medium ever devised. 


Relations Service for 


your copy. There will be no high pressure 


follow-up. 


TELEF 


ILM 


[tn corporate ovn | 


6039 Hollywood Blvd. 


A LEADING 16mm MOTION PICTURE 


Hollywood 28, Calif. 


TECHNICAL SERVICE SINCE 1938 


The Perfect Mid-Year Gift 
MANGOS 


Rate as “King 


of All Fruit” 


the flavor is a combination of 
pineapple— peach—apricot 


Many horticultural experts claim the 
MANGO is the finest fruit cultivated in 
the world. Called the “KING OF 
TROPICAL FRUITS” it has deserved its 
name since first grown more than 6,000 
years ago. Imported from India to the 
United States by the Dept. of Agriculture, 


the Mango was first developed in South 
Florida. Since the first Mango was grown, 
no tropical fruit has captured the imagina- 
tion like the MANGO. 

As a unique gift a box of MANGOS con- 
taining from 9 to 14 of this fine fruit, will 
delight the most discriminating taste. 


Price—$6.00 per box (containing 9-14 MANGOS) 
Guaranteed Delivery Anywhere in the USA. 


Mango season May 15-August 1, ACT NOW—send us your gif: list. 
Immediate attention given to all orders. You will be billed after deliveries. 


GUIDARA GROVES 


P.O. BOX 667, S. MIAMI, FLA. 
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oe SALES GAINS AND LOSSES 


Current operating statements show these changes in net sales volume (millions 
IN of dollars) for representative corporations over the similar year-ago: 


Key: f indicates fiscal year. 


Company Period 1956 Company Period 


Abbott Laboratories 3mo. $ 27.8 ‘ Carson Pirie Scott & Co, lyr. f 
Air Reduction Co., Inc. 3 mo. . Caterpillar Tractor Co. 3 mo. 
Allen Industries, Inc. 3 mo. . . Cerro de Pasco Corp. 3 mo. 
Allied Chem. & Dye Corp. 3 mo. y Cleveland-Cliffs tron Co. 3 mo. 
Allis-Chalmers Mfg. Co. 3 mo. ' , Cluett, Peabody & Co. 3mo. 
Aluminum Co. of America " Commercial Solvents 3 mo. 
American Bosch Arma , . Congoleum-Nairn, Inc. 3 mo. 
American Can Co. ‘ ‘ Continental Baking Co. 12 wks. 
American Cyanamid Co Continental Can Co. 3 mo. 
Amer, Metal Products Co. ’ 5 ; Corn Prod. Refining Co. 3 mo. 
American Motors 5 2 . Corning Glass Works 3 mo. 
American Seating Co ‘ Crown Cork & Seal Co. 3 mo. 
American Steel Foundries 6 mo. - . Crucible Steel Co 3 mo 
American Viscose Corp. ’ : Cutter Laboratories 3 mo. 
Associated Spring Corp 
Atlas Powder Co Detroit Steel Corp 3 mo. 
Diamond Match Co. 3 mo. 
Baldwin-Lima-Hamilton 31 du Pont(E.1.)deNemours 3 mo. 
Beech Aircraft Corp 5 : 
Bell Aircraft Corp . Eastern Stainless Steel 3 mo. 
Bethlehem Steel Corp ‘ 1 Eastman Kodak Co 12 wks. 
Black & Decker Mfg. Co " b Eaton Mfg. Co. 3 mo 
Blaw-Knox Co 4 f Ekco Products Co. 3 mo. 
Boeing Airplane Co. 3 ’ 7 , Eversharp, Inc. l yr. f 
Bohn Aluminum & Brass 
Borden Co. . 7. Falstaff Brewing Corp 3 mo. 
Bridgeport Brass Co. b 6 Fairbanks, Morse & Co. 3 mo 
Burns & Co., Ltd. y 7 Federal Paper Board Co. 12 wks 
Firth Carpet Co. 
Calumet & Hecla, Inc 3 mo. 7 18.7 Flintkote Co 
Carborusdum Co 3 mo 5 21.9 Foremost Dairies, Inc 


ne Ne 
NOUAQauW 


SELL MORE in The Richest Area Per 


Capita in the fabulous Delaware Valley U.S.A.... 


For sheer versatility and inexhaustible utility, you 


can’t beat the ease, economy, efficiency and proven an d t h e 
personal sales impact of putting your spoken mes- 


sage on RCA Victor Custom Records. R E 
STATE of DELAWA 


Wherever you send your records—whether as self- 
contained messages or in conjunction with slide- 


Unmatched quality of RCA Victor sound” “= Use the Only Medium That Offers Saturated 


Technically and servicewise, RCA Victor leads the Coverage of More Than 80% of Delaware Homes 
field in all phases of recording, processing and ij 

pressing. You also get the benefit of RCA Victor's 

extensive music library—over 500 selections spe- - 

cially recorded for slidefilm use .. . its years of vet | * 

experience in making records for sound-slidefilms ; — NOW A New 

»«- and its careful handling and prompt delivery yy BY -— ’ si 

«+. all at a competitive price! 


: anal" 
For complete information without obligation, write, er ye a 
wire or call : wer 


New York 10; 155 E. 24th St., MUrray Hill 9-7200 a cune? Th f News = * 
Chicago 11; 445 N. Lake Shore Dr., WHitehall 4-3215 ? sini ({oring 
Hollywood 38; 1016 N. Sycamore Ave., Oldfield 4-1660 ee ’ 


Nashville 3; 1525 McGavock Street, Alpine 5-°*°; 


2) Awe 2) COPIES DAILY 
RCA VICTOR aa ee ee : 

(») Go ae ABC Publishers 

“al s \ , 


= a et 3 . High in Circulation 
ey ee 


Statement, March 1956 


rr. : . ea . Subject to audit by Audit 
—— 


TMKS. QS masrens vot ioe a Bureau of Circulations 


custom record sales THE "NEWS-JOURNAL PAPERS, Wilmington, Delaware 


RADIO CORPORATION OF AMERICA Represented Nationally by Story, Brooks & Finley, Inc. 
RCA VICTOR RECORD DIVISION 
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Gair (Robert) Co. 3 mo. 
General Dynamics Corp. 3 mo. 
General Motors Corp. 3 mo. 
Gen. Outdoor Advertising 3 mo. 


General Time Corp. 12 wks. 


Goodrich (B.F.) Co. 3 mo. 
Granite City Steel Co. 3 mo. 


Harrisburg Steel Corp. 3 mo. 
Houdaille Industries, Inc. 3 mo. 


Interlake Iron Corp. 


Johns-Manville Corp. 
Jones & Laughlin Steel 


Koppers Co, 


Lees (James) & Sons Co. 
Liquid Carbonic Corp. 
Lorillard (P.) Co. 


Mack Truck Co. 

Magic Chef, Inc. 
Mallory (P.R.) &Co., Inc. 
Martin (Glenn L.) Co. 
Mead Corp 

Merck & Co. 
Minneapolis-Honeywell 
Monsanto Chemical Co 
Moore-Handley Hardware 
Motor Wheel Corp 

Mt. Vernon Mills, Inc. 


Nat. Dairy Products Corp. 3 mo 
National Gypsum Co 3 mo 
National Lead Co 3 mo 
Nat. Malleable & Steel 

Castings 3 mo. 
National Starch Products 3 mo 
National Tea Co. 12 wks 


Olin Mathieson Chem. 3 mo 
Oswego Falls Corp. 3 mo. 


Park & Tilford Distillers 3 mo. 
Parke, Davis & Co 3 mo 
Pfizer (Chas.) & Co., Inc. 3 mo. 
Piper Aircraft Corp 6 mo 
Pittsburgh Coke & Chem. 3 mo 
Pittsburgh Plate Glass Co 


Rayonier, Inc. 

Reading Tube Corp 
Reeves Brothers, Inc. 
Reichhold Chemicals, Inc. 
Republic Steel Corp. 
Rexall Drug Co 

Riegel Paper Corp 
Reynolds Metals Co 
Robertshaw-Fulton Contls 
Rockwell Mfg. Co. 
Rotary Electric Steel 


Schick, Inc 

Scott Paper Co 

Scovill Mfg. Co 
Seiberling Rubber Co 
Signode Steel Strapping 
Square D Co 

Standard Products Co 
Standard Brands, Inc 
Standard Rwy. Eqpt. Mfg 
Stanley Works 

Stauffer Chemical Co 
Stewart-Warner Corp 
Sun Chemical Corp. 


Texas Instruments, Inc. 
Thatcher Glass Mfg. Co. 
Thermoid Co 


Uarco, Inc 

Underwood Corp 

Union Bag & Paper Corp. 
Union Carbide & Carbon 
U.S. Rubber Co. 

U.S. Steel Corp. 


Cay 


SALES REPRESENTATIVE 


cane 


one of the ~ ee 


FIRST 100 
MARKETS 


OVER % MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND * MOLINE e €E, MOLINE 


Quad-Cities’ Largest 
‘Combined Daily Circulation 


The Moline Dispatch 
The Rock Island Argus 


THE ALLEN-KLAPP CO., Notional Representotive 


Omaha Metropolitan Area 400,000 
and still going strong! 


Latest population figures show the 
Omaha metropolitan area has passed 
400,000—and is still headed up.* 
*May, 1956, SRDS 


Omaha Plus Sold by The World-Herald 


This busy, growing, progress-minded metropolitan 
market is yours PLUS 100 additional counties in 
Nebraska and Western Iowa. . . altogether 14 
million people with 2 billion dollars to spend. 


Read by 3 out of 5 Families in Nebraska and Western Iowa 


ee Omaha 


‘ 


Proven record in educational equip- Se 
ment and supply field. Desires = 
position covering southern Cali- > e 
fornia only in this or related field. q Ki 251,549 Daily 262,462 Sunday 
B.S. in Bus. Admin., U.S.C. Age 39, 


family. Write c/o Sales Manage- pes Publisher's Statement for September 30, 1955 
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ment, Box 3197. ‘% \ O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES: 
New York, Chidago, Detroit, Los Angeles, San Francisco 


World-Herald 
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EXPEDITER FOR FAST 
MOVING SALES SERVICE 
PROMOTION DEPARTMENT The Duties of the Salesman 
ieumeeees ond deder el ane, Who Calls on Retailers 


ice ‘department of national com- 
ree be ener beter At a recent ice cream management clinic, E. J. Barnhart of G. P. 
Keep inventory control and re- Gundlach & Co. described his concept of the duties of an ice cream 
order. Take full responsibility salesman. Simple and succinct, his analysis can be applied to almost 
and supervision over order and any sales position that involves calling on retailers. Here is Barn- 
shipping ouility _— prac ger hart’s five-part division of duties for the (ice cream) salesman: 
catalog sheets, counter signs > 

and displays. Must have basic 
knowledge of printing processes 1. Planning Work and Effective Use of Time 
and how to buy. Ability to corre- (a) Divide dealers into types. 

— a ee (b) Plan daily and weekly work schedule. Allow adequate time for 
GIVEN RESPONSIBILITY. new business solicitation, special merchandising work, and routine 
Will work under experienced service calls. 

boss who wants to teach and (c) Carry and utilize all sales tools. 


help you grow. When proven ; ; : 
capable, future holds job as (d) Answer inquiries immediately. 


Sales Promotion Manager for (e) Encourage driver-salesman cooperation. 

you. Locate southern Ohio. In- (f) Keep management completely informed. 

terview and relocation expenses (g) Have a reason for each call and have a new merchandising idea 
paid. Replies in strict confidence. to present 

Starting range from $4800 to . 
$5200. Reply to box 3196. 


2. Merchandising Present Dealers 
ABSOLUTELY NEW IDEA (a) Make regular calls and put up monthly advertising. 
i (b) Acquaint dealer with current mass media. 
mn REMINDER (c) Sell dealers on why it is profitable for him to sell (your product) 


= Sem ADVERTISING! petri 


WHERE can you (d) Give sales clerk and management training when needed. 
get your _—. (e) Create dealers’ enthusiasm. 
ing messag " . . 
io homes every (f) Get proper location of cabinet (or display). 
4 yp Rn Re Bo (g) Check inside and outside dealer identification. 
bottie caps are the (h) Sample current feature flavor. (Know your product.) 
answer — today’s finest and . 
most productive reminder ad- (i) Discuss and sell current promotions. 
vertising! : ; : 
These remarkable caps easily (j) Continue to promote good will. 
snap on and off all size soda, soft 
drink, beer bottles keeping drinks 
fresh and alive with an air-tight 
seal. 
Your firm name, trade-mark or 3. New Accounts 
/ advertisement is imprinted in gold on (a) Analyze territory for growth. 
each cap. Caps come in 6 colors: red, > 
reen, blue, yellow, white and black. (b) Keep up-to-date prospect list. 


ee Bee oF peaked & te 8 clear (c) Be alert for new type of outlets. 


practic ift enve 
DP ictterneod er etees ena semples en (d) Use planned sales presentation. 


lope. 

EE SAMPLES! rite on your business 

vertising caps ordered by lea national (e) Present to dealer what company does to promote its products. 
alana Sy and time again 


R. 
DEPT. 52,P.0.BOX 62, LANCASTER, PENNA. 


3 


4. Promotions 
(a) Sell value of promotions to dealer. 
K Case Histories (b) Sell promotion and value of same to route salesman. 
Sitti (c) Know proper application of promotion. 
on products in use (d) Get dealer cooperation in placing advertising properly. 


Photographic and reporting (e) Use imagination and initiative to develop new promotions. 


assignments covered throughout (f) Be familiar with and utilize to advantage all advertising material. 

phone North and South America 
MArket 2-3966 for advertising, editorial or 
or write research purposes 


5. Credits and Collections 
sicxies “Loto etling SERVICE ——— 


“ / (a) Be familiar with credit policy. 
SO PARK PLACE ° NEWARK 2, NEW JERSEY (b) All accounts C.O.D. unless otherwise arranged. 


(c) Check accounts receivable weekly and make necessary collec- 
tions. 
(d) Make constant effort to convert charge accounts to C.O.D. 


An issue of the monthly Clipper is yours to (e) Promptly handle disputed charges and credits. 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806-S Peoria, Illinois 


118 SALES MANAGEMENT 


Allied Van Lines, Inc. 
Agency: McCann-Erickson, 


Architectural Record 


Associated Business Publications, Inc. 
es Media Promotion Organization, 


Booth Michigan Newspapers 
Agency: The Fred M. Randal] Company 


Buffalo Courier Express 
Agency: Baldwin, Bowers & Strachan, Inc. 


Building Supply News 
Agency: Arthur R. MacDonald, Inc 


‘Burkhardt Company 
Agency: E. C. Watkins & Company 


Campbell-Ewald Company 


Chicago, Duluth & Green Bay Trarsit 
Company 
Agency: Wolfe-Jickling-Conkey, Inc 


Chicago Tribune 
Agency: Foote, Cone & Belding 


Cincinnati Enquirer 
Agency: Stockton-West-Burkhart, Inc. 


CBS Television Film Sales 
CBS Television Spot Sales 
Construction Equipment 
Agency: Hazard Advertising Agency 
Dell Publishing Company 
Agency: Robert W. Orr & Associates, Inc 


Detroit News 
Agency: W. B. Doner & Company 


Display Sales 
Agency: The S. C. Baer Company 
Douglas-Guardicn Warehouse Corporation 
Agency: The Merrill Anderson Company, Inc 


Dow Chemical Company és 
Agency: MacManus John & Adams, les 


Eastman Kodak Company 
err Charles L. Rumrill & Company, 


Cc. H. Ellis Company 
Agency: Bul! Advertising Aaenes 


Heman Ely, Jr. 


Agency: Charles F. Beardsley Advertising 
Agency 


Farmer Stockman 
Agency: Lowe Runkle Company 


Gardner Displays 
Agency: Walker & Downing 


Good Housekeeping 
Agency: Grey Advertising Agency, 


Greenbrier Hotels 
Agency: Needham & Grohmann, 


Greensboro News & Record .... oe 
Agency: Henry J. Kaufman & Associates 


The Guidara Groves 


Jam Handy Organization, Inc. 2nd Cover 
Agency: Campbell-Ewald Company, Inc 


Harwald Company 
Agency: Ross Llewellyn 
Hearst Advertising Service 
Agency: Charles W. Hoyt Company, 


Hickok Manufacturing Company .. 
Agency: Kastor, Farrell, Chesley & 
Clifford, Inc 

Hile-Damroth, Inc. 


The Schuyler Hopper Company 
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ADVERTISERS’ INDEX 


Indianapolis Stor & News 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, Inc. 
Industrial Distribution 
Agency: Harris & Bond, Inc 


KFMB-TV (San Diego) 

Agency: Patten Holloway 
KRON-TV (San Francisco) 

Agency: Abbott Kimball Company, 
KSL-TV (Salt Lake City) 

Agency: Axelsen Advertising Agency, Inc. 
Keeney Publishing Company 

Agency: McLain & Associates Advertising 
Kleen-Stik Products, Inc. 

Agency: Burlingame-Grossman praaewes 


Ladies Home Journal 
Agency: Doherty, Clifford, Steers & 
Shenfield, Inc 
Life Magazine 
Agency: Young & Rubicam 


Louisville Courier Journal & Times 
Agency: Zimmer-McClaskey Advertising 


Manpower, Inc. 
Agency: Fromstein & Levy Advertising 
Agency 
Midwest Form Paper Unit 
Agency: Olmsted & Foley 


Midwest Purchasing Agent 
Agency: Baisch Advertising Agency 


Milwaukee Journal 
Agency: Klau-Van Pietersom Dunlap & 
Associates, Inc 
Minnesota Mining & Manufacturing Com- 
pany (Thermo-fax Division) 
Agency: Ruthrauff & Ryan, Inc. 


Moline Dispatch 

Agency: Clem. T. Hanson Advertising 
Multi-Ad ny Inc. 

Agency: Mace hbvettiden Agency 


NBC Television 
Agency: Grey Advertising Agency, Inc 


National Blank Book 
Agency: Sutherland Abbott 
National Business Publications 
Agency: G. M. Basford Company 


National Car Rental System 
Agency: Gene Rison & Associates 


Newsweek 
Agency: Scheidier & Beck, Inc 


New York News 
Agency: L. E. McGivena & Company, Inc 


North American Van Lines, Inc. .. ye 
Agency: Applegate Advertising Maus 
Omaha World Herald 
Agency: Bozell & Jacobs, Inc 
Oravisuai Company, Inc. 
Parade Magazine 
Agency: Calkins & Holden, Inc 


Philadelphia Bulletin 
Agency: N. W. Ayer & Son, | 


Philadelphia Inquirer 
Agency: Al Paul Lefton Company, Inc 


Pittsburgh Post-Gazette ° 
Agency: Dubin & Feldman Inc 


RCA Custom Record Sales 
Agency: Grey Advertising Agency, Inc. 


Remington Kand 
Agency: Leeford Advertising Agency, Inc 


Rock Island Argus 
Agency: Clem T. Hanson Advertising 


H. D. Rose Company 


St. Paul Dispatch-Pioneer Press 
Agency: Ephraim Holmgren, Inc. 


Sales Management 


San Diego Union & Tribune 
Agency: Barnes Chase Company 


Sheraton Hotels 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Sickles Photo-Reporting Service 
Agency: M. D. Lasky Company 
Sioux City Journal & Tribune 


Spector Freight System, Inc. 
Agency: Garfield, Linn & Company 


Strathmore Paper Company 
Agency: Abbott Kimbal! Company, Inc 


Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 


Tel-A-Story, Inc. 
Agency: Warren & Litzenberger 


Telefilm 
Agency: Allen, Dorsey & Hatfield, Inc 


Thomas Publishing Company 
Agency: W. N. Hudson Advertising 


Troy Record Newspapers 


United Van Lines, Inc. 
Agency: Kelly, Zahrndt & Kelly, Inc. 


U. S. News & World Report 
Agency: Caples Company 


WDIA (Memphis) 
Agency: Brick Muller & halite 


WSPD (Toledo) 


Wall Street Journal 
Agency: Bezell & Jacobs, Inc. 


Weekly Newspaper Representatives, Inc. 
Agency: Tveter, Inc 


Wilmington News Journal 
Agency: John Gilbert Craig Advertising 


Young & Rubicam, Inc. 


NATIONAL SALES PROM. AND 
MERCH. MGR. Nat'! Sales organiza- 
tion with 80 sales offices in U. S. and 
abroad seeking executive to head 
dep't. Must have exper. in selling 
estimating and supervising food, drug, 
cosmetic, sundry, etc. "Short-Term" 
and "Campaign" selling and distribu- 
tion promotions including store de- 
tailing, premium programs, sampling, 
couponing, market surveys. Salary plus 
excellent incentive. Must relocate 
Chicago. Sell yourself in first letter 
and submit complete confidential 
resume to Box 3198. 


THE SCRATCH PAD 


By T. Harry Thompson 


No one likes to give a competitor 
any publicity, but don’t you weary 
of that TV locution, “on another 
network ?” 


Forrest Eno, whose print-shop is 
on a sure-enough alley just off Fort 
Lauderdale’s busy Las Olas Boule- 
vard, has this pat slogan: “Printing 
is right up my alley.” 


The call-letters flew by me fast, 
but I did catch this cute tag-line of 
a Miami radio station: “You never 
heard it so good.” 


THUMBNAIL OF FLORIDA 
IN “THE SEASON” 
Mahogany men in apricot slacks 
And shirts of extravagant hues. 
Mammas and kids 
In basket-weave lids 
And weather that chases the blues. 


a 

As a hotel-man quipped when the 
big, wiener-shaped advertising truck 
of Oscar Mayer’s pulled up out front: 
“That's a lot of baloney!” 


WNEW, New York, must have a 
sockola signal. I picked it up on the 
car’s radio clear as a bell 1500 miles 
away. 

° 

Don McNeill tells me about the 
husband who was amazed at the va- 
riety of ways his wife served him 
hamburger. Each dinner-time, he 
would ask her: “How now, ground 
cow ?” 

* 

Competition in Hawaii: Too many 

fingers in the poi. 
. 

Let’s hope the merged AFL-CIO 

doesn’t give industry labor-pains. 
e 

English as she is spoke: “Winston 
tastes good, like a cigarette should.” 
Grammar Moses objects! 

. 
John Gunther is probably saving 


this title for his swan-song: “Inside 
Out.” 


It’s a wonder Regal Beer hasn’t 
said it’s “lager” spelled backward. 


cossip: Letting the chat out of the 
bag —The Country Drummer. 


Not the least threat to America is 
the vast fleet of dive-bombing para- 
keets, unhampered and uninhibited, 
ranging free-style between loggia and 
kitchen. How do you house-break a 
bird ? 

* 


PUBLIC SPEAKER: A man who loves 
a wordy cause.—Sell. 


Claire Huff, Timonium, Maryland, 
asks if we've noticed the snob-appeal 
in Burry’s Cookie packages. First 
thing you read is: “You have just 
made a most discriminating purchase. 

» 

EMMETT KELLY: Ragged individ- 
ualist. 

. 

Legal-Minds-At-Work Dep't: ““Ti- 
tle to equipment listed shall not pass 
to purchaser until said amount is paid 
in full.” 

* 

The naming of water-craft vies 
with the naming of station wagons. 
These caught my fancy on a recent 
trip: Budget-Buster, Snow-Dodger, 
Galloping Dandruff II, Stinker III, 
and Half Fast. And one I had been 
saving for the boat I will never own 
has been taken: Spindrift. 


Herb Dickson says hanging’s too 
good for some pictures. 


They Call It "Brainstorming" 


An article in The Wall Street Journal awhile back told 


how increasing numbers of firms resort to brainstorming 


to find the answer to a particular problem affecting sales 
or the business in general. 

And what is brainstorming? 

Advertising agencies call it a “conference” a group 
of men and women spread around a long table, pouring 
out ideas as fast as they occur, as mind arcs on mind. Even 
wacky ideas are encouraged with the thought that one 
wild one may trigger a sane one that can be shaped and 
developed beyond its bare bones. 

Businesses large and small have used a version of brain 
storming for years the so-called suggestion-box. Sure, 
it has often become a catch-all for paper-clips, rubber bands, 
empty matchbooks, and other junk. An occasional Nasty 
Crack at the top brass naturally finds its way through the 
slot. Anonymously, of course. 


But the box has also collected solid suggestions for cutting 
corners without cutting quality; for better and more eco- 
nomical methods of doing things, both in manufacturing 
and sales. In fact, many firms have a sliding scale of awards 
for workable suggestions. Employes have earned bonuses 
for extracurricular ideas, and such incentives have kept them 
thinking all around their jobs. 

It would be nice if advertisers and their agencies were 
less gun-shy about ideas sent in “from the outside.” Un- 
fortunately, most companies have a parochial attitude on the 
matter, possibly through fear of law-suits if and when an 
outside idea is adopted. 

In the long run, there is more to be gained than lost by 
throwing open the suggestion-box to anyone who wants to 
“suggest.” A firm’s legal department ought to be able to 
weed out the chiselers. Ideas are spawned in the darnedest 


places. As we say, “any number can play.” 


SALES MANAGEMENT 


‘That must be young Beasley. I hear he’s been the fair-haired boy 
at B.B.O. & D. ever since he got up in a meeting and said, 


‘Gentlemen, things have changed in Cincinnati,’ ”’ * 


IN CINCINNATI I W 
; _ fe ret thes * S NOW 
INCINNATI ENQUIRER. No.1 in City Zone Circul oa 
ae ieatet ‘ Virculation... 
in Retail Display linage. No.1 in just ak 
name-j line te oe ies face. 
i it (including Total Advertising Total Disp] 
D9 c Sp ay, 


Automotiv is 
€ Display az : 
isplay and, of course, Total Circulation) 
U a on). 


el Ib i cama 


Solid Cincinnati reads the CINCINNATI ENQUIRER : - — 


med 


Inc 


What made the shingle man 
hit the roof in Chicago? 


, = once was a man in 
our town and he was solemn 
and sad. He wasn’t hitting 
the roof in Chicago. If you 
were a shingle man as he 


was, you'd be sorrowful, too. Lh 


Our hero (we’ll call him Samson), 

relied on advertising specifically 

directed to the building trade, 

with a once-over-lightly in na- 
tional magazines. But the program wasn’t paying 
off in Chicago. « 


Then in came Joe, from the 
Chicago Tribune advertising de- — A} 
partment, who specialized in e 
nailing down market facts. He came up with a real 
constructive suggestion: Nowadays roofs do more 
than just keep out the rain. They dress up a house 
and allow the owner to express his personality in 
terms of design, color, etc. So, most homeowners 
today like to specify the color and style of roof they 
want. Shouldn’t Samson talk to homeowners and 
buyers direct? The best way to do this is through 
color pages in the Chicago Tribune Magazine, a 
homey kind of medium 
specially edited for 
home-living and -loving 
families. 


It took real courage to break with tradition and 
dive into a single shingle market. But Samson crossed 
his fingers, held his breath and took the plunge. 


How did he come out? Right on pee 


top. Home-buyers became 
brand conscious of roofs and 
Samson Shingles became an 
important sales point for merchant builders. 
Re-roofers also found it easier to sell Samson Roofs 


P. S. Always remember .. . 


for older houses. And as a direct result of all this 
action and reaction, dealers began to stock bigger 
and bigger supplies of Samson Shingles. 


And there sat Samson. On top of 
the world—or that special part of 
it that is known as Chicago. 


Nobody knows Chicago like the Tribune. 


The Tribune has 

spent several mil- 

lion dollars to find 

out who your best 

customers are, where they live and shop, why they 
buy. This information is yours for the asking. 


Nothing sells the Chicago market 
like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland 
counties are big—valued at $17.8 billion. And the 
best way to sell this market is through the Tribune. 
Does it pay? Just ask advertisers like Berry Tours, 
Kerman’s, Sara Lee, Great Northern Railway. 


ie 


Yam )) People may praise the Tribune, fuss 
2 about it or blast it— but reading : 
the Tribune in Chicago is just like 
I= .2 ... picking posies in thé spring. Almost 
everybody does it. Everybody feels its impact. 
Practically 7 out of 10 families in the Chicago met- 
ropolitan area read the Tribune—almost half of all 
the families in 839 midwest towns read it. (Only 1 
out of 9 families in metropolitan Chicago tunes in 
on an average evening TV show—and national 
magazines reach only a fraction of the families 
reached by the Chicago Tribune.) 


So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune, and put him to work finding out. 


If you want to SELL Chicago 


veut craps nve Ohicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


